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New! Half-Set, with enough New! Two-piece Salad or Serving New! Versatile Instant Coffee (or 
beautiful matched silver to serve Set in new Reflection... Special jam, relish, mayonnaise) Jar and 
four people graciously, gives you a Introductory Price...only $3.95 Spoon .. . Introductory Price, 
great new opportunity to broaden retail—regular price will be $2.95—regular price will be 
your sales. New, low retail price— $8.00. Beautifully gift-boxed, as $5.00 (plus 15¢ tax on Jar only). 
only $39.88. @ shown above. @ Individually gift-packaged. 


More reasons why new Keflection 
will be an all-time best-seller 


It’s the new pattern that combines classic loveliness and 
shining modern simplicity—a pattern to please so many 
different tastes! It’s realistically priced. The complete 
52-for-8, only $79.75 (with drawer chest, $89.75). It’s your 
best selling silverplate— 1847 Rogers Bros. 


Ask your Approved Wholesale Distributor for details ; or write Advertising Department, The International Silver Company, Meriden, Conn. 


1847 ROGERS BROS. 
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MADE ONLY BY THE INTERNATIONAL SILVER COMFANY. MERIDEN. CONN THE SILVER CITY 








there’s a difference 
in diamonds 


AND 


The man may pay for her diamonds, 
but she's the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection. 
All top values in whatever 
quality, shape or size diamond 
she desires 
These selections are available 
on memo from William Levine 
to make your store the diamond 


center of your community. 


Model wearing 12 ct. 
diamond ring 
with 2 pear-shape 
diamonds and 60 ct. 
diamond necklace. 
Available on memo. 


~ William Levine Company 


Importers and Cutters of Fine Diamonds 


Tied 
& 


29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 
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CIRCULAR-KEYSTONE 


APRIL 1959 


The colorful stylized mortarboard on our 
cover is to remind you that now is the 
time to start your merchandising plans 
to cash in on the largest graduation 
gift market in history. And what a 


market! Two million are graduating 


ULAR-KEYSTONE, 


% 
7 


from senior high schools and colleges 
alone! Summa cum laude ora “gentle- 
manly C," each grad will receive gifts 
galore. Will the gifts be bought at your 


store? Don't miss out! See page 76. 
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married... 
for 25 years 


Wallace’s Rose Point Pattern and 
your sterling flatware customer. Year 
after year consumers have kept 
Rose Point among the ‘‘top ten” 
sterling patterns of the country! 


to celebrate the 25th anniversary of the Rose Point pattern... 


THE NEW ROSE POINT TEA SERVICE 


= Designed by Wallace Silversmiths...crafted in fine Introduced last Fall, the new Rose Point Tea Service 
silverplate. # Designed for your Rose Point customer proved so successful that the supply soon ran out. It’s 
...who has used and loved her sterling flatware for — back in stock again, so place your Spring order now. 
years! = Designed to give YOU...an item of proven _ Five-piece service, $225. Matching tray (28-inch) $75. 
saleability, in a pattern that’s pre-sold! Federal tax included. 








WALLACE SILVERSMITHS 


.., at Wallingford, Conn. since 1835 
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~ 501 N. 19TH STREET, PHILADELPHIA 30. PA. 


8 
Be right with Opalite all year round. America’s finest stores feature Opalite: Pins in Sterling or Gold-Filled; Pendants and 
Earrings in Sterling, Gold-Filled, 10 Kt and 14 Kt, White or Yellow Gold. Distributed by leading wholesalers everywhere. 
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=. our hundreds of 
pe ecccesbdneWeeccccsins cncceepastnhstens encsodnenaasad . ne _ ’ findings will produce 
, > ea, thousands of styles! 









We offer manufacturers, jobbers, 
wholesalers of diamond rings the easiest, 
most economical means of producing a 
larger, more beautiful line of rings. 


Remount business, too, can be handled 
with a minimum of stock of findings 
because of the great variety of styles 
possible with few components. 

And remember. Quality is basic with 

K &B products. Our tradition of striving 
for perfection in every detail is our 
constant guide. A “Perfect Finding” 
makes a finer ring. 




















We g. Ring 
- No. 190, 47067 
Wed. Ring No. 48/47067 
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Ge < — IOAN Mountings are a key motivating factor in 
( 4 — re A your diamond selling. A fine diamond 
Ry = iC 7) deserves a K & B mounting. 
ee ( es SLY All others need them. 
SS YA Eng. Ring 






“No. 162/47089 


tting No. 162 Shank No. 47089 
esas etna: recy Wed. Ring No. 48/47089 





pO YOU HAVE OUR 
NEWEST CATALOGUE? 


If you are a manufacturer, singed 


eS DARIAN E BUEIOHER IM. 


rings and have not yet received 
ZEB 136 W.52nd ST., NEW YORK 19, N.Y. 
our latest catalogue, drop us Siz” OFFICES IN CHICAGO AND LOS ANGELES oo 


line on your business stationery. 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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NEW GENERAL ELECTRIC CLOCK-RADIO 
WITH TWIN-SPEAKERS AND SNOOZ-ALARM’ 


Here’s a bright new sales booster from General you to music or news. Turns itself and appli- 
Electric. Jewelry-like styling... Antique White ances on and off automatically. Get in touch 
and Golden Trim; fully molded front and back with your General Electric distributor right 
for good looks at any angle. Snooz-Alarm wakes away for full details. 

you...lets you catnap for 7 minutes...then calls *Manufacturer’s suggested retail price. Slightly higher 


: : he REF , : West and South. 90-day written warranty on both parts 
again...o times in all. Slide rule, Vernier tun- and labor. General Electric Company, Radio Receiver 
ing with dial beam. Lulls you to sleep and wakes Department, Bridgeport 2, Connecticut, 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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rrow TIMEX 


ON SUNDAY, MAY 3—8:00-9:00 PM EST. NBC-TV COLOR 


THE DEAN MARTIN SHOW 
with famous guest stars 
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WI N a U. S. Government Savings Bond in 
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1st Prize 
2 Winners 


*500 


Bond for Each 
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2nd Prize 
2 Winners 


Phi 
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ENTER NOW! 
Just use this 3-chest 


‘4,100.00 


3rd Prize 
2 Winners 


*100 


— Ss" 


Bond for Each 
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WINDOW-DISPLAY 


contest 


PLUS 50 
Additional Winners 


a $>5O Bond 


for Each 


window display No. 7045 


in your window! 


Here’s your chance to build more sales and win a prize! 

You can show more Community patterns (there’s one for every 
taste) at the important point of purchase with Community’s 
new 3-chest display. It’s eye-catching and makes a complete 
silverplate center. Each set contains a different pattern; 
each wing of the display has a full-color photograph of a 
table setting —to show customers just how beautiful this 
lovely Community can look on their tables. Because all sets 
are tarnish-protected with ‘‘Beauty Wrap,’’* Community is 

the easiest of all silverplate to display! Order your display 
today-—you'll sell more Community and you may win a bond. 











crafted by 


ONEIDA SILVERSMITHS 


makers of distinctive tableware 


8 


HEIRLOOM* STERLING 
COMMUNITY*® SILVERPLATE 


ONEIDACRAFT*® STAINLESS *Trademarks of Oneida Ltd., Oneida. N. Y 





Here’s how to get 
your 3-chest display: 


Display is free with each $100 net order. Order must include, 
at least, one 44-piece or larger set and remainder may include 
children’s silverware and open stock. Without silver, display is 


$5 net. 
IT’S EASY 
to enter the contest: 


Each display carton contains an entry blank. Additional blanks 
from wholesalers or representatives. There are prizes for large 
and small dealers. Enter as often as you please. Contest rules 
are simple: 


1. You must use the Community 3-Chest Display No. 7045: it 
must be used in your window. 


2. Entries must be postmarked no later than midnight, June 15, 
1959. You may send in as many entries as you wish. However, 
only one prize will be awarded to any one store. 


3. You must send in a photo showing display in your window 
with your entry. You may use a Polaroid Camera if you desire. 


4. The decision of the judges is final, and all entries become the 
property of Oneida Silversmiths. 


5. This contest will be judged by Mr. Lansford F. King, Pub- 
lisher, Jewelers’ Circular-Keystone: Mr. Ralph Head, Vice 
President, Batten, Barton, Durstine & Osborn, Inc. Adver- 
tising Agency; and Mr. Seward W. Flynn, Display Manager, 
Oneida Silversmiths. 

ingenuity in using the display, such as the addition of other 
decorative materials, will be considered by the judges. 

Contest is open to any Community retail dealer in the ter- 
ritorial United States. Contest is subject to federal, state and 
local regulations and is void wherever prohibited or regulated. 
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But she can't afford one. It is a matter of fact that most women want 
emeralds — but cant aftord them. That's the reason you dont carry them. 


Now, you can satisfy her desire for an emerald, profitably, by offering 

her Chatham Cultured Emeralds. They are so much like the natural stone 
that no layman could possibly distinguish between them, and they 

cost only about one-fifth the price of the natural stone. 

This rich, brilliant green transparent stone is being set in fabulous 
creations of platinum and gold by the world’s leading designers. Youll be 
proud to be the first to offer your customers the world’s newest jewel, 
Chatham Cultured Emeralds. Write for price list and memorandum 


selection today. 


CHATHAM CULTURED 


A DIVISION OF IPEKDJIAN, INC. 


} WANT 
AN 
EMERALD” 


Faceted Pearshape 

Chatham Cultured Emeralds . 
512 ct. ea. platinum setting, 
with diamonds and 

cultured pearls. 

WITTMAYER CO., 

NEW YORK, N. Y. 


Square Chatham Cultured 
Emeralds | ct. ea. 
platinum setting with 
diamonds. 

GREEN & CO., Jewelers, 
NEW YORK, NEW YORK 


Cushion Antique Chatham 
Cultured Emerald 234 ct. 
with tapered baguette 
diamonds, platinum setting 
F. & F. FELGER, INC. 
NEWARK, NEW JERSEY 


Emerald cut Chatham 


JONES & WOODLAND, 
NEWARK, NEW JERSEY 


EMERALDS 


SSO FIFTH AVENUE, NEW YORK 3G, N. Y. 


In Canada: GEM & JEWEL DISTRIBUTORS, 400 St. James St., 


Montreal, Quebec 


ce eee el ee 





4.6. Beckon be. 


Presents 


REFLECTION 


2 WAY MERCHANDISING PLAN 
FOR MAXIMUM SALES AT MINIMUM COST. ASK FOR DETAILS! 


HALF SET—-a new approach to | 
tremendous budget-minded mar- | 52-pc. SERVICE for 8, in gift box, 
ket. 26-pc. service for 4 in gift | $79.75; In Drawer Chest, $89.75. 


box, $39.88. 


EYE CATCHING DISPLAYS FREE WITH ORDER 


agree 

2 traffic building spe- 
cials and matching hol- 
loware 


YOUR HEADQUARTERS FOR 


1847 ROGERS BROS. 


America’s Finest Silverpiate 
MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


1.6, Beckon C0. 


CHICAGO CINCINNATI DENVER 
22 W. MADISON ST. 37 W. SEVENTH ST. 511 SIXTEENTH ST. 





NASHVILLE 
315 FOURTH AVE. N. 
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Easy Sales.... 


our WIDE WEDDING RING promotion 


@ 12 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 
any rings in your store! 





@ Hand‘carved, faceted yellow and white 14K gold 
two-tone combinations. 













@ FREE This eye-arresting 3-dimensional pink 

and grey velvet covered window displayer. 

@ FREE Established factory resale 

price tags that guarantee a high, 
healthy mark-up. 


@ And remember — Polishook 

service is always depend- 
able .. . 24, hour delivery | 
on “‘specials.”’ 





See this and hundreds of other profitable 


5. Sell and profit with 
“LLOYDS OF NEW YORK” az 


ou 
edding rings, stone TM 


the 


Polishook promotion 


POLISHOOK LINES: 


_known diamond engage 


d “FIDELITY” .-- Display only available 
with 12 styles illustrated. 
ment rings, U Your total cost only $193 


“EVERYTHING IN RINGS” 


nationally 


fraternal rings, even baby rings — 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 
Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names "Lloyds of New York” and “Fidelity” 


CHICAGO OFFICE: Heyworth Building, 29 E. Madisen $+. 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr. 


There is a Polishook Salesman 
in your territory. .. 
Write today and we'll send him 
to see you. 
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IMPERISHABLE SYMBOL OF 
GOOD FORTUNE 


D ieaae ‘ 
Cluster Ring 
Fine Jade. Over a Korat 
in Diamonds ACTUAL SIZE Jade Slide Bracelet 


#270 — $1300 
KEYSTONE PRICES #52 — $350 


#126 — $370 


Fine Jade Gent's Ring 
with 2 Diamonds 
#244 -—~ $530 


Unique Carved Jade Brooch 
Gold and Diamond Mounting 
32252 — $420 


Fs Abus Ato 
terithe ides distinelionin 


JADE JEWELRY 


Apple Green ARTCRAFT, the House of fine Jade, offers you a range of 
Jode Bead e8 . , 
Neckioce exquisite jade jewelry so accommodatingly complete as to 


ware = 3700 gratify every inclination, whether for the chastefully simple 


or the simply sumptuous. As direct importers of the highest 
quality jade, Artcraft assures you of exceptional values. 
PROMPT MEMORANSOUM SERVICE 
Write for new Brochure and Merchandising Offer. 


ARTCRAFT JEWELRY CO. 
1 West 47th Street « New York 36, N. Y. 
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BUILD A BETTER WATCHBAND 
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e quality olows: 


It is: well known that Gemex watchbands have the most But most important of all there is an appreciation of the 
glowing, the most admired finish in the industry. How does jeweler’s art and goal...glowing perfection. The glow your 
Gemex do it? An old family formula? New scientific devices? customers look for. The glow that tells them this ts quality. 
Well, there is a gold-plating formula, handed down for gen- The glow that makes them buy! 

erations, and zealously guarded by Gemex. And there are 22%, oe |. Lae 
new scientific devices that come from Gemex research... A F eae 


and that are wholly created and built at the Gemex plant. 
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of electric shaving 


Now from 


the inventors 



































SPEED RAZOR 


The first and only electric razor that lets 









a man shift the speed and adjust the shaving 






head to shave as close, as fast as he likes. 


HE SETS SETS SETS THE SHAVE 
THE SPEED... THE HEAD... TO FIT HIS FACE. 
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Let him HEAR the biggest news in shav- Let him SEE the biggest news in shaving Let him FEEL the closest shave he’s ever 
ing history—the sound of speed he can history — literally 3 new shaving heads at had —let him try this revolutionary new 
control. Show him how a change in speed his finger tips. The only razor ever made razor on his own face. Let him find out — 
changes the shave. If he has a stiff, wiry that lets him adjust the shaving head itself. it’s the combination that counts. Only 
beard —tell him about the extra drive of Show him how Schick’s exclusive Custom- Schick gives him control over both shaving 
speed #3. Or if he has a dense, heavy Comb bar in the High position goes easy speed and shaving head. Only Schick gives 
beard — let him know about speed #1 — on the most tender skin. Show him how the him complete command over his own 
with all the low-gear, husky power he Low position is perfect for the toughest, shave. Three speed settings, 3 head set- 
needs. (And for “problem areas” he can thickest-growing beard. Show your cus- tings...a combination of controls that 
simply change the speed while shaving. ) tomer how he can now shave closer — more means a perfect shave every time for every 
High, Low or Medium — only New Schick comfortably — because he actually controls customer who comes into your store. 
3-Speed gives your customer a choice. the part that does the shaving. 





























© 1969, Schick Incorporated, Lancaster, Pa. 





Everywhere your customer stops, looks or listens, he’ll see Schick in ’59. 


Week after week your customers will be bombarded with this great story... 
| in Life Magazine ...on the award-winning Phil Silvers’ CBS-TV Show... 

| on nighttime TV spots ... in local newspapers. All this advertising will be 

| unleashed to make sure that everyone who watches TV, reads the magazine or 
| reads the newspapers — will know about the biggest news in shaving history. 












SCHICK LEADS THE WAY IN ’59- 
WITH NEW PRODUCTS FOR MORE SALES, 

i Tea ‘ ieee Handsome travel case draws attention to the features — 
NEW POLICIES FOR MORE PROFTI. he can see immediately Schick 3-Speed is the most 


revolutionary new razor ever made, 


CALL YOUR SCHICK REPRESENTATIVE TODAY! (In Mercedes Gray and Frost White. ) 













LAER me my 


any leading jeweler will tell you why 





pulous couaa' Hinton: Gio® setting that selhibs 


steubodae look so much more brilliant, almost twice the 
size, as certified by American Testing Laboratories, Inc. 


And now, the exciting new “Emeraipo-Fire”* Feature-Gio 
Setting . . . the newest in a long line of successes! 





And, he will tell you that consistent Feature RING high quality 
standards assure a product of matchless perfection and lasting 


CN CS RS A RE Rt PALE Ali: BR IR Be 


customer satisfaction. Yes, you owe it to your store to look into 
the many advantages of carrying the Feature RING line. 


state 


Contact your authorized FEATURE RING WHOLESALER or write: 


FEATURE RING COMPANY, INC. 
130 WEST 46th STREET « NEW YORK 36, N.Y, 


WORLD’S LARGEST MANUFACTURER OF INTERLOCKING 
ENGAGEMENT &€ WEDDING RINGS FOR DIAMONDS 





Feature Lock, Feature-Gico and Emeratd Fire are registered Trade Marks 
of Features Ring Company, tac, Feature Lock U.S. Pat. =2507348 and 
Feature-Gio Pat, =2774231. Emeraid Fire Pat. applied for =744625. 
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‘In all my years in the jewelry 
business, we’ve never launched a 
feature watch of which | have 
been prouder. Here’s a series of 
goods with the right style, at 

the right price, at the right time”. 


PRESIDENT, 
BULOVA WATCH CO., INC. 

















§ the thinnest 
B U LOVA ever made to 





NEW | 


BULOVA 


sea“king 


The new Bulova “Sea King” will be 
introduced nationally on April 23, 1959 *% 17 JEWELS 


with the full power of the 
Bulova national advertising campaign. *& SHADOW-SLIM 
: * CERTIFIED WATERPROOF™® by The 
For Grad , Birth ; 
© weddings, Father's Day | United States Testing Co., Inc.! 
... 1177S PRICED RIGHT! % SHOCK-RESISTANT 
For Men of Action % ANTI-MAGNETIC 

...1T’S STYLED RIGHT! 

5 | * UNBREAKABLE MAINSPRING 
To lift your fine 


watch sales and profits * RADIUM DIAL 
..1T’S TIMED RIGHT! % SWEEP SECOND-HAND 


With a totally new design—lean, clean 
and uncluttered—the Sea King has 

a “ready for action” look and a host 
of ‘ready for action” selling features! 














waterproof’ 
SE price 339” 

















Sea King (FW) with curved Sea King (HW) with Sea King (JW) with basket 
link expansion band. Also Straight linked expansion weave expansion band. 
in yellow. $45.00 band. Also with we dial. Also with white aa 

59.50 


*When case, crystal and crown are intact. 


Each and every Bulova 
waterproof watch 

is tested and certified 
waterproof by 

The United States 
Testing Co., Inc. 
Another exclusive 
selling advantage 

from Bulova! 








BULOVA 


...always the leader 
in fine watch advertising 
...brings you an even more 


dynamic, bigger advertising 

program this spring. BU LOVA SJ ele)atsve) as 
TV coverage that blankets 
every home in your area 


BOB CUMMINGS SHOW 
M-SQUAD 
CIMARRON CITY 


NBC NEWS 
DAVE GARROWAY 





FULL piel ne)vs\ 


Tie-in with the tremendous 
Bulova advertising campaign 
and you'll cash in! Use the 
specially prepared promotion 
material every month to 
build your entire business. 


oye} an ie) ae 
and profit from... That 
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SOMETHING TO SING ABOUT 


. a new “selling hit” 
because it’s destined for 


today’s world of lovely living. 
NEW! 


| Bee LECTION 


J WAY MERCHANDISING PLAN 
FOR MAXIMUM SALES AT MINIMUM COST. ASK FOR DETAILS! 


| 26-pe. service for 4 in gift box 


HALF SET—a new approach to | $39.88; 52-pc. service for 8 in gift 
tremendous budget - minded | box. $79.75; In Drawer Chest, 
market. | $89.75. 


EYE CATCHING DISPLAYS FREE WITH ORDER 


a 





ae 

2 traffic building spe- 
cials and matching hol- 
loware. 


YOUR HEADQUARTERS FOR 


1847 ROGERS BROS. 


America’s Finest Silverplate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


A. COHEN & SONS CORP. 


ATLANTA, GA. NEW YORK 10, N. Y. LOS ANGELES, CALIF. 
321 PEACHTREE ST., N.E. 27 W. 23rd ST. 134 WEST 30th ST. 
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DAL 


| NEWEST, MOST EXCITING 


Hi, I’m Bill Cullen and thru April, May and 
June I'll be telling 40 million “Price Is Right” 
viewers about... 
) | 
newest, daintiest Identifi- 
cation Bracelets called DATE-MATES! 
(Remember that name — your customers will 


be calling for it!) 


And here’s the theme we'll be driving home 
to the young at heart: What a wonderful idea 
— a date on one arm, co DATE-MATE 
onthe other... plus CHANEL No. 5! 


Yes — here’s the plus: with each Date-Mate 
comes a free purse size flacon of the most 
treasured name in perfume — Chanel No. 5. 
Given by Speidel at no cost to you with 
every Ladies Ident Bracelet in this special 
promotion. 


This offer will be in effect while the supply 
of Chanel #5 lasts . . . place your order now 
with your Speidel distributor. 


ON \°) every 

ene WEDNESDAY 

see Speidets ws EVENING... 
NBC-TV 


me CREATORS OF 
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HEART THROB IDENT 
















“a o. 
FOUR LEAF CLOVER IDENT 
$9.95 











No, 924 
WINDSWEPT PHOTO-IDENT 





eas 









HEARTLINE 
PHOTO-IDENT 
$14.95 


And don’t forget — a purse size flacon 
of Chanel No. 5 goes with each Ladies 
Date-Mate . . . a free gift to your cus- 
tomer from Speidel and you! .. . 










RADIANT LADY PHOTO-IDENT 
$16.50 


... And for the men — from their Date- 
Extra mark-up! No. 484 


Mates — comes Speidel’s popular 
MARACA 


PHOTO-IDENT Maraca watchband styling in a new 
$16.50 F.T.I. 
Photo Ident! 


SALES-PROVED PROMOTIONS £23! 
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to the wonderful Snooz-Alarm® clock family 











With Gay Snooz-Alarm clock you can offer your customers 
a choice of a complete line in style, color and price of General 
Electric Company's brand of repeat alarm clocks that wake 
you, let you snooze, then wake you again. This alarm idea 
is the hottest product innovation in the industry, and sales 









at retail prove its popularity. GAY SNOOZ-ALARM CLOCK 
Gay Snooz-Alarm clock with plain dial (Model 7H262) MODEL 7H262 

has beige case at $6.98. Luminous (Model 7H262-L) at $1 

more is color-styled in antique white or pink cases. AND THE STAR COMES “ON STAGE” 
The see-through Gay Snooz-Alarm clock SHO-PAK meas- IN FABULOUS SHO-PAK 

ures about one-half square foot for convenient counter dis- 

play. It contains one plain dial and two luminous Gay With picture window fronts of clear plastic 






Snooz-Alarm clocks (one of each color) individually pack- 
aged, with picture window fronts to keep the clocks clean 
and fresh. An ingenious header card, with why-you’ll-want- 
me copy, can straddle all three see-through cartons—just 
two—or only one. This gives you a selling display that keeps 
working as it sells! 











Here’s how you make your full profit: 









of eres ern 
Suggested price to retailers — 

2 or more paks (Deal 1-59) each. . . 14,93 
Pelee I 5585 a a ee oe 8.71 






1 pak at $15.15 


AND A SUPPORTING CAST 
LED BY NEW, THIN AND LOVELY Contour 


Thin Contour (Model 2H115) is wall-hugging and style-right 
at $5.98. It has a fresh oval shape, and it’s color-styled in 
pink, red or yellow. Handy pendant set, easy-to-read dial. 





















To stimulate Spring sales, stock up now on the brand-new 
Gay Snooz-Alarm clock and the new and different Contour. New weekly General Electric TV show to 


help you sell more Snooz-Alarm clocks! 


Hard-sell Snooz-Alarm clock commercials will be scheduled on 
every program on THE G-E COLLEGE BOWL, an exciting television 
show working for retailers. This half-hour program is telecast on 
Sundays at 5 P.M. Eastern and Pacific Coast Time (4 P.M. Central 
Time) on the CBS network. It will pay you to tie in by featuring 
Snooz-Alarm clocks in your own advertising and displays. 


GENERAL @ ELECTRIC 


Selechion 


Clock and Timer Dept., General Electric Company, Ashiand, Mass 
Snooz-Alarm is a registered trademark of General Electric Company to identify its brand of repeat aiarm clocks. 
All prices are manufacturer's suggested prices—plus applicable taxes. 
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2 ts the pattern to sell 
NEW! 


a selling hit because it's designed 
for today's world of lovely living 


9 WAY MERCHANDISING PLAN 


One of the most versatile, low cost flex- 
ible units for maximum sales to all markets! 


FREE DISPLAYS INCLUDED WITH EVERY UNIT 


For Complete Set Purchase 
52-pc. SERVICE for 8 with 
or without Drawer Chest 


For Deferred Pur- 
chase Group New! 
HALF SET 26-pc. 
Service for 4 $39.88 
gift boxed 


pe. service for 8 
"370, 75 gift boxed 
52-pc. service for 8 
$89.75 including chest 


TRAFFIC BUILDING 
SPECIALS 


2-pce. Salad or Serving Set 
Reg. price will be $8.00 
NOW $3.95 gift boxed 


instant Coffee Jar & Spoon Set 
Reg. price will be $5.00 
NOW $2.95* gift boxed 


*plus 15¢ fed. tax on jar only 


1847 ROGERS BROS. 


America’s Finest Silverplate 
MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


S. H. Clausin & Company 


Minneapolis Spokane Salt Lake City 
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XYou're the reason LINDE 
Tw o}aet-Col-Yallal> Mi tm olnelaalolilole 


elt lal-mels the Stars! 


The Biggest Promotion Program in ‘Linde’ Star History Gets Under Way 

In leading fashion and prestige magazines X In network TV X In local 
newspapers X In publicity circles X In sales-aid areas. The best way we can 
say “thank you” for the record year just completed, is to help you keep up 


the pace you've set in ‘Linde’ Star sales! Here’s how we plan to do it... 
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1. Beautiful full page, full color ads no consumer can by-pass! In THE NEW YORKER, @. Facing each color ad, a column illustrating 
ESQUIRE and CHARM magazines! Concentrated campaign in Spring to step up your sales for and describing actual merchandise . . . selling 
Mother’s Day, Father’s Day, Anniversaries, Graduations, Weddings! An even bigger cam- your store as the place to see and buy jewelry 
paign in Fall and Winter to help you capture extra profits right up to Christmas! set with ‘Linde’ Stars! 


set AT arg LARPS Fins aor 


£No, ty 
; 


¥; ‘ rr 7 
Or R ~ Ry 
t/ 


a 
‘icy 
" a 


3. Weekly appearances on THE BIG PAYOFF, the , An all-out publicity drive is putting ‘Linde’ &, In Editorial matter in leading 
big favorite in daytime network TV! 7,500,000 Stars into your local papers, on the women’s magazines ... the most read fashion 
viewers — thousands of people in your selling area _ pages, in general information stories. Prepared re- books for men and women! Colorful 
—see ‘Linde’ Stars as a featured weekly prize on leases and fashion mats are available also for your blow-ups of such features are avail- 
this popular CBS show! THE BIG PAYOFF, starring own use. Tie-in your store. Remind readers that able for your own use. Place them on 
Bess Myerson, helps sell for you 52 weeks a year! you're local headquarters for ‘Linde’ Stars. counters, in your windows. 


6. In Fashion Shows! ‘Linde’ Stars are brightening the fresh new 
fashions of the season—these by Arkin. Show scheduled for your town? 
Cash in on it... offer ‘Linde’ Stars as show pieces. A wardrobe of beau- 
tiful jewelry set with ‘Linde’ Stars is available on memo for just such 
showing ...or for timely window display. Check us for full details. 


? 


AND ON THE WAY...9. A 16 mm color movie . . . 13% 
minutes of intriguing information about ‘Linde’ Stars. It will be avail- 
able to you for local showings to clubs, education groups, any promotional 
activity. Also scheduled for TV use after August! Watch the ‘Linde’ 
Bulletin for details! 


10. Startling news... to be unveiled at the new, bigger ‘Linde’ display, 
annual RJA Show at the Waldorf in New York! 


JEWELERS' CIRCULAR-KEYSTONE, APRIL 1959 


7. THE ‘LINDE’ STAR BULLETIN §&. Advertising mats—ready to go 
—bigger and more colorful—goes_ _into your local paper with just 
on a quarterly mailing schedule _ the addition of your store name! 
to keep you up-to-date on all the Colorful bill stuffers and display 
‘Linde’ Star news! pieces are yours for the asking. 


That’s only part of the story! ‘Linde’ and its distributors will keep you 
posted on the latest developments as they come along... by pages in 
this magazine, by bulletin, by mail. Watch for the coming good news from 


LINDE STARS 


‘Linde’ is a registered trade mark of UCC. 





For the gift of a Hamilton is truly a “reward of love.” And 
no woman is more loved than the one who wears a 
Hamilton Diamond Watch. 


Your best fine watch customers know this, and in the 
next few weeks millions of fine watch prospects every- 
where will find this out. 

That’s because Hamilton advertising reminds husbands, 


fathers and sons that Hamilton is the name that means 
the most on diamond watches. The compelling two-color 


he 


ad on the opposite page, for example, will appear in the 
April 18 issue of The New Yorker and in the May issues 
of Reader’s Digest and Ebony. The same message will be 
repeated by Hamilton’s nation-wide radio spot campaign. 


Now is an excellent time to identify your store as 
headquarters for Hamilton watches. To order reprints of 
this striking diamond watch advertisement for your store 
display, write to: Sales Promotion Department, 


Hamilton Watch Company, Lancaster, Pa. 
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Top to bottom: Glamour “‘S”, $100: Charm “BB”, $150; Vogue “S”, $200 = 


The gift of a Hamilton...reward of love 


The Hamilton you give reflects the quiet majesty of your deepest feelings. Tastefully, 
this watch reveals that its wearer is loved beyond all others. For her, the excitement of 
receiving a Hamilton diamond watch will endure for a lifetime. Choose this gift of gifts 
at your Hamilton Jewelers. Look for the seal and registered guarantee which identify 


all genuine Hamilton diamond watches. Hamilton Watch Company, Lancaster, Pa. 


F1fSA N7/ LT ON 


b¢ the name that means the most on diamond watches 





A CONNOISSEUR’S 
COLLECTION 








HAND CARVED 
MATCHED 
WEDDING RING 
SETS 





The new Fall line of Barel Bridal 
Matched Wedding Ring Sets features 
a connoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Barel tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Bare! Bridals are your 
formula for fast turnover and increased profits. 





Available in a large selection from modern simplicity to the 

more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 
« _, adorned with brilliant diamonds. 
The Barel signature 03 appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 


Sold cirectly to the retailer by the manufacturer. 


exclusively designed by 
Free mats available upon request. ‘A 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS . he 
gS 
ee. 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |, N. Y. 











826- 3% s Flower pot bisque fin. Min. 6 pe...dz. pe. 840—6%” Fan vase glossy fin. Min. 3 pe. . pe. 24.00 841—2%” Shell dish bisque fin. Min. 1 dz 
§23— 4” Flower pot glossy fin. Min. 4 pe......... dz. pe. 828—6%,” Urn vase bisque fin. Min. 4 pe.....dz. pe. 15.00 824—3%4” Powder box glossy fin. Min. % dz 
— : yee bisque fin. Min. 6 pe Zz. pe. §34—7” Purse vase bisque fin. Min. 4 pe.. 18.00 %848—6%” Swan bow! glossy fin. Min. 4 pe 
~ Min, Pse ume set bisque fin. sa $30—61%4” Bud vase 3 kind asst., glossy fin. 847—5” Swan bow! glossy fin. 
’ . se . Min. 6 pe. dz. pe. 12.00 846—3” Swan bowl glossy fin. Min. 1 dz 


watt 5 °-ipeea endowed ‘ S256” Flower vase glossy fin. Min. 4 pe...d2. pe. 18,00 837—S7 Urn clg. set 8 pe. bisque fin 
§22- suns" Bowl glossy fin. Min. 6 pe . pe. 12. 631—5” Apoth. jar glossy fin. Min. 4 ep - pe. 15.00 821—-6%” Please bisque fin. 2 kind asst. 


827—414” Flower pot bisque fin. Min. 6 "dz. pe. 12. S29—-6” Bud vase 3 kind asst. bisque fin. % 

832—8” -Flower vases 2 kind glossy a? | ee nee dz. pe. 12.00 99 a Misees hines a 2 had Gk ae Pincers 
AE IIE RS Ree dz. pe. 24. $43—7” Covered box glossy fin. Min. 3 pe . pe. 24.00 Min. 1 dz. ....... dz. pe. 6.60 

§38—8” Hand vase bisque fin. Min. 4 pe......... dz. pe. 18. §39—6” Fluted vase basque fin. Min. % gr.....dz. pe. 12.00 8§44— _ Ashtray glossy fin. 2 kind asst. ‘es 

$36—8” Candle holder glossy fin. Min. 2 pr . pr. 30. 845—5%,” Dish glossy fin. Min. % dz dz. pe. 9.60 Mi 1 dz. 


WRITE FOR OUR COMPLETE CATALOG All imports are shipped: 
F.0.B. Geo. Zoltan Lefton Co POR 11 WESTERN STATES 


GEO. ZOLTAN LEFTON CO., Imports  ehtage Wershone  —-—-«LEFTONG-PACIFIC_ INC. 


3622 S. MORGAN STREET F.0.8. Lefton-Pacific Inc., LOS ANGELES, CALIF. 
CHICAGO 9, ILL. Los Angeles Warehouse 





PRECISION - 
MADE 


for costume 
jewelry 
manufacturers 


Ballou safety catches, joints, 
and pin stems can’t be beat 
when it comes to costume 
jewelry manufacturing. Each 
piece reflects the quality and 
workmanship that are traditi- 


onal with the name Ballou. 


Be sure you insist on Ballou 


findings. 


lilustrated greatly enlarged: #90L 
catch (for hot nickel or vacuum 
plating), #101 stem; and #142B joint. 


THE 
CORSE for Warned, 
OF 

eg efe} e 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 


B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. | 











These pins and their tiny companions are the newest creations in gift- 
jewelry by famous Forstner. Delightfully styled profiles, hearts or circles 


dangle from charming pins perfect to wear on suit, dress or blouse. In 
Sterling Silver or 1/20-12 Kt. Gold Filled — so appealing for Mother's Day, 
Graduation Day, Back-to-School, every day of the year. Angel Pins are the 
gifts for girls of every age. Easy to feature in your window, on your counter, 
with this compact, colorful display. Order today, from your wholesaler. 


Display Assortment #76F101 (1/20-12 Kt. Gold Filled) 

Display Assortment #76S101 (Sterling Silver) ............6. $28.35 

Individual Pins, Sterling Silver or 1/20-12 Kt. Gold Filled 

Individual Charms, Sterling Silver or 1/20-12 Kt. Gold Filled ...$ .60 ea. 
All Prices Keystone 


New 
heaven-sent 
idea for 
anlelisieyatare 
gift sales 


Jovelaet, 


JEWELRY'S NAME FOR QUALITY 


FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 

320 Fifth Avenue, New York 1, New York 

29 East Madison Street, Chicago 2, Illinois 

Forstner, (Canada) Ltd., Sherbrooke, Quebec 
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This is the target for the future! Facts prove people would prefer to buy a 
quality watch if quality were well demonstrated. Yet, this vast market has 

not been properly stimulated because there has been a general down-grading — 
in the public’s mind — of what constitutes 4 in watches! As a ee 


opposite page page shows there is a tremendous market ro quality watches — 
43% of the prospective watch buyers will respond to quality appeals 


45% of the prospective watch buyers are undetermined — responding 
to either ae or raat — 





. * _ f 
, 
- 











ee - HOW We have it | They’re New... 
new! | 


AE ELECDION 


a distinguished 
pattern destined to 
take its place among 
the all time “best 
sellers.” 





Ladies’ expansion band (model 314) is 
available in 1/20 10K white or yellow gold. 
Features “Custom-Size” adjustment. Through 
your wholesaler from Duchess Jewelry Mfg. 
Co., 300 Observer Hwy., Hoboken, N. J. 














52-pc. SERVICE FOR 8 
Gift Boxed, $79.75: In 
Drawer Chest, $89.75 





“Cameo,” new sterling pattern with baroque 
style design, has mirror-like center panel for 
monogram. Six-piece place setting retails for 
$39.75 FTI. From Reed & Barton, Taunton, 
Mass. 





Seven-jewel ladies’ watch features shock re- 
sistant movement, gold toned case, suede 
strap, petite design. $15.95 retail. From Oris 
Watch Agency, 15 W. 37th St., New York. 


new! HALF SET 
26-pc. service for 4 
in gift box, $39.88. 


BOTH FEA. 
TURED IN NEW 
5 WAY MER. 
CHAN DISING 





Thirty-hour bell alarm is cased in genuine 


PLAN FOR leather, has raised brass numerals, luminous 
MAXIMUM : hol 

s. of brown, 
SALES AT hands and hour dot In choice 


green or tan. $8.95 retail. From Seth Thomas 
division of General Time Corp., Thomaston, 


PPP HA MDP DT KAKA 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY Jecehy-Bandéx’s “Monterey” comes in two 
Order Tod \ , 
rder Today for immediate Delivery styles: In yellow gold filled (style 7045) it re- 


NAT ZUCKERMAN & COo., INC. tails for $6.95 FTI ($6 Keystone); in stain- 


135 FIFTH AVE. NEW YORK 10, N. Y. less steel (8045) it sells for $4.95 ($4.80 
AL 4-9047-8 Keystone). 


MINIMUM COST. 
Ask for Details 


2 Traffic Building Specials 
Matching Holloware 


wen. 
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1847 ROGERS BROS. 


America’s Finest Siiverpiate 
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essay on her costume | 


she could write an 








She's your customer... the teen-age girl...just one of 4,310,000 going back to school or off to college this Fall. She'll 
be wearing costume jewelry...pinned on her sweater, ‘round her neck, on her wrists and fingers. She'll be spending 
$837,028,700 on back-to-school clothes and accessories within a 60-day period! @ She collects brand names like fra- 
ternity pins and recognizes them wherever she goes. Be certain she adds your brand to her collection! Advertise your 
merchandise in seventeen’s big Fall issues,—August and September—the teen-age girl's guide to back-to-school shopping! 


@ AUGUST CLOSING DATES: 4 COLOR—5/20; 2 COLOR —6/5; BLACK & WHITE—6/10. NO PLATES REQUIRED! 
@ SEPTEMBER CLOSING DATES: 4 COLOR—6/19; 2 COLOR—7/6; BLACK & WHITE—7/10. NO PLATES REQUIRED! 


466 MADISON AVENUE. NEW YORK 22. NEW YORK 
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Admiring Joachim Goldenstein's prize-winning display 
at recent Brussels Fair are Count Moens de Fernig, the 
Fair's Commissioner General, and Alfred-Jean Moeller 
de Ladderous, Fair Chairman for the Belgian diamond 
industry. The Goldenstein display was a 3-dimensional, 
full color rendering of the masterpiece ‘The Banker and 
His Wife" by Quentin Metsys. Among the diamonds 
was a rare black stone. 


THE 1958 BRUSSELS INTERNATIONAL FAIR'S 


HIGH AWARD 


presented to 


JOACHIM GOLDENSTEIN 


See eeaeoeoorur™ “—sS se ona ne eee eS eee ee ee ee eee eae ee ese Se Se eS ee ese eee eee ee ee ee ee a << 


' CLIP AND MAIL TO: JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Belgium 





Yes, | am interested in cutting my diamond costs up to 1/3 by doing my own 
importing direct from Antwerp. Please airmail free descriptive folder and price list. 


i a se iees cuilea tedealb ics skews ce 
I oa Fh Ree eee ey he See ee ee Ra, Meee Quite, rae 
EME eat Pn A IR RRR cee EERO nat reo ie 280 | 


AIRMAIL COUPON TODAY! 15 CENTS POSTAGE TO ANTWERP 
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> | Wayne G. Becklund, : 
Becklund Jewelers, They re New . atid 


Minneapolis, Minn., says: 


“Our Yellow Pages 
advertising brings 
in new business... 


“Young couples getting engaged—who 
never heard of us before—come in as a 
result of our Yellow Pages ad featuring 
the nationally advertised Keepsake 
Diamond Rings, for example.” 









Hand-carved Barel Bridal matched 
wedding ring set (H294 and HL294) 
features wreaths of rosettes, satin- 
finished center. In 14K white or yel- 
low gold. From Bridal Ring Co., Inc., 
87 Nassau St., New York. 


eae ae 





~ EE ann Spent eel Sreheaeaed te Sha 


“improves our 
business... 
“We're on radio and TV... but 


without our Yellow Pages ads, 
we'd lose some of the business 
created by other media. I know 
because people frequently say 
they heard about us on TV 

. but found us through the 
Directory.” 





Keystone K-110 8mm movie projec- 
tor has futuristic design, illuminated 
keyboard controls, built-in motorized 
editor and dry splicer. $199.50 retail. 


Ml ’ ~~ - ™ 
From Keystone Camera Co., Hallet 
DECKLUND JEWELERS and more than rag 


pays for itself!” 


Again and again results prove that the 
Yellow Pages is one of the most effec- 
tive ways to bring in new customers for 
the local jeweler. The Yellow Pages man 
will gladly offer a program fitted to your 





CHD 


Kee psake 


DIAMOND RINGS 








Guaranteed perfect center diamond in 


every Keepsake engagement ring-insurance 
against 2 agen of registration-ex- 
— Pg tong Becklund's lifetime 
ring ee and inspecting. 


Buy Your KEEPSAKE At 


BECKLUND JEWELERS 


1511 East Lake, Mpls, PArxwy 9-4034 











Lid Lh ee EE EEE CEO CEES COE COCO COCO CCC ST eee ee eee 


needs. Call him at the local Bell tele- 
phone business office. 


DISPLAY AD FEATURES KEEPSAKE DIAMOND RINGS, 
builds Becklund as the city’s Keepsake Center. 
Store is also listed under Keepsake Trade- 
Mark and headings such as Silverware, Dia- 
monds, Jewelry-Repairing, 





Nothing builds business like AWHERENESS-—and nothing builds AWHERENESS 
like the Yellow Pages—the buying guide that tells people WHERE to buy. 
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Candelabrum (P51) from Reed & 
Barton’s line of pewterware measures 
7% inches long, 3% inches tall. 
$17.95 retail. From Reed & Barton, 
Taunton, Mass. 
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PRE-TESTED 
FOR APPEAL! 





designed for ' 
today’s world 
of lovely 
living 
NEW! 


REFLECTION 
RA. A 
A distinguished traditional pattern offered in a flexible 


9 WAY MERCHANDISING PLAN for maximum sales 


at low cost investment te you! Ask for details. 


52-PC. SERVICE FOR 8 
Gift boxed, $79.75: 
With Drawer Chest, $89.75 


NEW! HALF SET 
26-pc. Service for 4 
in gift box, $39.88 


PLUS ... 2 TRAFFIC BUILDING SPECIALS 
MATCHING HOLLOWARE 


1847 ROGERS BROS. 


America’s Finest Siiverpiate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


GRAFNER BROTHERS, INC. 


WHOLESALE JEWELERS 
DIAMONDS 


818 LIBERTY AVENUE, PITTSBURGH 22, PA. 
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They’re New... 





Desk set is equipped with a transistor radio 
and features a large plate for engraving. $120 
retail. From Parker Pen Co., Janesville, Wis. 





“Frill” electric wall clock has copper-fin- 
ished petal design and measures 12 inches in 
diameter. $10.95 retail. From Westclox divi- 
sion of General Time Corp., LaSalle-Peru, Ill. 








iceke eke eee eee een er (Eee SS es: 





Tubular ladies’ watch bands have tapered 
design and are fully adjustable. Available in 
yellow or white gold filled. $9.95 FTI. From 
Gemex Corp., Union, N. J. 





Jade Buddha charm is set on 14K yellow 
gold disk. Rubbing Buddha’s belly is’ said to 
bring good luck. $14 Keystone. From Panther 
International Ltd., 21 W. 47th St., New York. 
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TWO GREAT NAMES 


to win sales for you in the 7 billion dollar teenage market! 





Pat Boone 


idol of America’s teenagers 
designs new teenage jewelry 


exclusively for 


Forstner 





[orstoet 


Here is another important first for Forstner. Another great- 
JEWELRY'S NAME FOR QUALITY 





potential line for you! Youll want to see it, order it, feature 


it. Ask your Forstner wholesaler all about it. The new Pat FORSTNER, Inc., Irvington 11, New Jersey 
, : ° Showrooms: 
Boone teenage jewelry by Forstner—to be nationally advertised 320 Fifth Avenue, New York 1, New York 


: : - 29 East Madison Street, Chicago 2, Illinois 
In major magazines! Forstner, (Canada) Ltd., Sherbrooke, Quebec 











: 
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Time: Two hours before curtain (or dinner . . . or dancing). 


Scene: Any bedroom. oe 


This everyday mystery has a solution that could add materially to the profit of every ’ a 


jewelry store from Eastport, Maine to San Luis Obispo, California. * 
Here it is: Many men wear handsome cuff links . . . an attractive key chain . . . a fine watch \ a" 
— yet carry a chewed-on pencil stub or an antique pen. + 
Think of this . . . then think of the modern pens and pencils that are either fashioned of ihe 
Gold Filled or are Gold Filled trimmed . . . then think of the exciting market that is wide a 
open for you. 7. 
How to cash in on this market? It’s easy and profitable. Make sure you have a good stock ‘ : 
of fine pens and pencils . . . make sure they are attractively displayed . . . make sure “> 
you recommend them for any gift-giving time. A 
Free List of Gold Filled Pen and Pencil Manufacturers e 


Just send a card or letter for up-to-date list of firms manufac- 
turing Gold Filled or Gold Filled Trimmed Pens and Pencils. * 
Write: Gold Filled Manufacturers Association, Bates Building, 

Attleboro, Massachusetts. 


GOLD FILLED “2:32:62. < 


Ride The Tide to Greater Profit — Trade UP To Gold Filled 
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Ronson Super Windlite 
= !n this free 

5 oy 3 turnover 
se Wes s = full-color 
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. RUGGED 
»LIGHTS 


Order this SW-4 unit to feature the new leader 
of the low-priced wereageoss Lighter field 


@ Free display shipped with four lighters in place for ready 
sale. 
® Super Windlite featured in colorful “see-through” gift 


packages. SW-4 ASSORTMENT: 


| 
| | 
@ Miniature golf ball, fish and gun affixed for added atten- 4 Super Windlites @ $3.50 (sug. retail) | 
tion value. Total Suggested Retail Price ; | 
| | 

| | 

| 

| 


HERE’S WHAT YOU GET IN THE 


Distributors’ National Average 


® Sturdy, easeled, compact display unit for counter, window 
Selling Price 


or wall. 
@ Super Windlite will be nationally advertised in leading | Your Profit 
Outdoor and Sports m 
esac eae | PLUS FREE SW-4 Super Windlite Cheted 


ASK YOUR SUPPLIER TODAY |___ 
FOR THE RONSON SUPER WINDLITE ASSORTMENT SW-4 


RO x S O N maker of the world’s greatest lighters and electric shavers 


RONSON CORP., WOODBRIDGE, N. 43.3 TORONTO, ONT.; LONDON, ENG, 
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MATCHING HOLLOWARE 


1847 Rogers Bros. is the only line 
with holloware to match its flatware 
patterns. And now, here's Reflection 
. .. a complete collection to increase 
your profit from matching holloware 
sales! 





AND NOW 
IT’S HERE 


... the answer to a con- 
sumer demand for the 


light traditional touch 


NEW 





9 WAY 
MERCHANDISING PLAN 


A versatile, low cost investment 
for maximum Reflection flatware 


NEW! 
HALF 
SET 


a fresh merchandising approach 
to tremendous budget-minded market 


sales! 
26-pc. Service for 4 $39.88 gift boxed 
52-pc. SERVICE FOR 8 in gift box or hand- 
some Melody Drawer Chest 

52-pc. Service for 8 $79.75 gift boxed 


52-pc. Service for 8 $89.75 with chest 





PLUS .. . 2 new notes in Introductory Offers 


EYE CATCHING DISPLAYS 


1847 ROGERS BROS. | 
? INCLUDED WITH ORDER 


America’s Finest Siiverpiate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY | =m 


PRI 


ORDER NOW FOR PROFITABLE SPRING SALES 


N. SHURE COMPANY 


500 North Pulaski Road Chicago 24, Ill. 
VAnburen 6-8200 
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PRIZE-WINNING 


(and sales-making!) 
TV PROMOTION 
ON NATIONAL 
NETWORK SHOWS 





Elgin’s now-famous “‘Baby”’ commercial pene- 
trated the public mind like a lightning bolt just 
before Christmas. You know the result. 

Now, wait till you see the new “‘Elgin testers,”’ 
Ed and Joe, put Elgin watches through the 
most grueling tests ever! 

The formula of unusual, attention-compel- 
ling commercials plus national network showing 
is again being used throughout 1959 by Elgin. 
It makes friends. It makes sales. It makes good 
business for you! Make the most of it in *59! 


NATIONAL WATCH COMPANY 
ELGIN, ILLINOIS 
46 





They’re New .. . They're 


The luster of a cultured pearl blends with 
the soft hues of calfskin in these accessories 
by Rolfs. French purse, $10 retail; key 
“kaddy,” $4.50. Matching glass case, cigarette 
case and lighter available. From Rolfs, West 
Bend, Wis. 


Royal 19-E 35mm camera has built-in ex- 
posure meter, coupled rangefinder, F1.9 lens, 
nine-speed shutter, single-stroke leverwind. 
$79.95 retail. From Camera Specialty Co., 
705 Bronx River Rd., Bronxville, N. Y. 


Designed expressly for doctors, the ‘“Pul- 
someter” watch automatically calculates the 
patient’s pulse beat. From Doxa Watch Co., 
Inc., 665 Fifth Ave., New York. 


Sterling silver Madonna neck medal 
(1404A) is from new line of religious jewelry 
by A. F. Grenci, 136 Standard Ave., Butler, 


Pa. 
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Yours to Profit By 


Stop watch has seven-jewel movement and 
hand that will start, stop and return to zero 
by successive depressions of the crown. Mark- 
ings to one-fifth second. From Clebar Watch 
Co., 15 W. 44th St., New York. 


Four-piece Paul Revere coffee service in- 
cludes eight-cup pot, sugar, creamer and 12- 
inch, multi-purpose tray. $37 retail. From 
Oneida Ltd. Silversmiths, Oneida, N. Y. 


Syroco seven-jewel clock is powered with a 
%-volt flashlight battery that will last from 
12 to 15 months. Clock measures 22 inches 
wide; dial eight inches. $50 retail. From 
Syracuse Ornamental Co., Syracuse, N. Y. 
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SEEKERS 
UF 
THE 
UNUSUAL 


will be thrilled with 
the beautiful design 
of these new Church 
& Company 14K yel- 
low gold rings in 
cushion concave onyx 
and hematite. Dia- 
monds, too! 





3106 Hematite 
with 4 diamonds 





3106 Onyx or Sard 
with 4 diamonds 


3106 Onyx with 
5 diamonds 








CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


Trade mark registered anamnecinse 
in US, & Canade GPM SOCIETY 
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tested to : tent sen 
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513% 


cost 


(resale $24.95) 


completely packaged, guaranteed 
waterproof Croton watches! 





ORDER TODAY! 


Get your watches by return mail 


Take advantage of our lowest prices ever. We'll process your order 
immediately . . . send your watches by return mail. And remember. 
Croton Sportsman and Sportslady watches come complete with guarantee 
certificate, box and carton, genuine leather strap, and of course, Croton’s 
80-year reputation. You couldn’t get a better buy in watches anywhere! 


The Sportsman The Sportslady 


Guaranteed waterproof, * “ Guaranteed waterproof, * 
17-jewel 1194 A. ¢ 17-jewel Fleurier 400 


bp Swiss movement ) , Swiss movement. 


) 
: Keystone: $25.80 Jf Keystone: $27.80 
ad / Resale: $24.95 4 & De Resale: $24.95 


= ; / *Providing case unopened, crystal intact.  ecemeagat 


Please send me the following Sportsman watches as ene 
| (quantity) 


Please send me the following Sportslady watches____»__. 
(quantity) 


a, OEE ee Ree, | ee EL ES at 
(Please Print) 
Store Name Pe ete, Se Pe 


Address___——— ; _ sesiitctalnesaaimlin tase 
ee a Z State 


| 
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, 
i 
. 
i 
! 
) 
l 
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l 
t 
t 
{ 
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AkKE ADVA 
OF OUR 
LowesT PRICE 


EVER 


Use This Handy Pre-Paid Order Card! 


POSTAGE WILL BE PAID BY: 
CROTON WATCH CO. 
404 4TH AVENUE 
NEW YORK 16, N. Y. 








Per Eee atelier tual 
give sieallont sevatial — 




















"| 2c 


(resale 24.95) 


(Left) The Sportslady:—Guaranteed waterproof* 17-jewel Fleurier 400 Swiss movement, Swiss case, sweep second hand, 
radium dial, lapped chrome plate bezel, steel back, anti-magnetic, with guaranteed unbreakable balance staff and mainspring, 
shock-resistant Incabloc. 


(Right) The Sportsman:—Guaranteed waterproof* 17-jewel 1194 A.S. Swiss movement, Swiss case, sweep second hand 
radium dial, lapped chrome plate bezel, steel back, anti-magnetic, with guaranteed unbreakable balance staff and mainspring, 
shock-resistant Incabloc. 


These watches, as sold by Croton, come complete—unlike watches advertised as 1194 A.S. and 
Fleurier 400 by other companies. Your Croton watch comes complete with a 1-year guarantee certifi- 
cate, complete with box and carton, complete with a strap and, most importantly, Croton’s excellent 


80-year reputation. Take advantage of the attached postage-free reply card and place your order now! 
*Providing case unopened, crystal intact, 


CROTON WATCH COMPANY 








They’re New .. . 


STOCK 


..- JEWELRY 


We will gladly design 
your own specialized eee , cet “s 

package for you. “Angelique,” new sterling pattern by Inter- 
national, has crisp outline, traditional motif, 
modern simplicity. Five-piece place setting 
retails at $30. Promotional aids available. 








Here is just one of the many new STOCK jewelry boxes 
illustrated in our new catalog. A velvet trimmed paper box 
for ladies’ jewelry. Our complete line of 8O stock jewelry 
boxes is available through material suppliers, for immedi- 
ate delivery. Our 1958-59 catalog mailed on request. 


523 MT. HOPE STREET ATTLEBORO FALLS, MASS. 














Seventeen-jewel, shock- and water-resistant 
watch has Florentine-finished, gold-filled case 
and matching expansion band. Available with 
white or black dial. From Zodiac Watch Co., 
15 W. 44th St., New York. 
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rN Zellieleli mis Sterling Silver 1/20-12 K.G.-F 


| 1. do 

ony 
SOLD THRU LEADING WHOLESALERS 
, *: “ h 8-ounce heat-resis- 

AUTOMATIC CHAIN COMPANY eet eee eee 
tant jar in cloverleaf design to facilitate pour- 
PROVIDENCE @ RHODE ISLAND ing. Two-speed motor permits both blending 
NEW YORK CHICAGO “LOS ANG ? and liquefying. Suggested retail, $24. From 

Iona Mfg. Co., Manchester, Conn. 
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It’s the greatest... 


PROMOTIONAL TRAVEL CLOCK EVENT 


of all TIME! 


a eeaaceal 














COLORS: Pig, 
Brown-Alligator, 
Red, Blue, Green 
SIZE: 3x27.” 


Model 330 


MADE TO 
SELL FOR @--- 


KEYSTONE 


A SENSATIONAL “Plus Profit’ VALUE 


® Dependable time 
® Luminous Figures and Hands ® Plastic Crystal 
® Sturdy Texol Case, Gilt Trim ® Superb for “gifting” 


* One key winds time and alarm 


Semca Clock Company, Inc. 30 Irving Place * New York 3, N.Y. 
Canadian Branch: 103 Richmond Street East, Toronto 





CUSTO M-SIZ -. 
Waren BANDS ai) ae 


Exclusive Custom-Size,* the 

easiest, quickest, safest ry 

way to add or remove links oN | ae “Kirk Kingsley” is an interpretation in sil- 
for perfect fitting. g (ae | ver of Lenox China Co.’s “Kingsley” and 
“Princess” patterns. Manufacturer says it is 
the first time silver flatware has been designed 
to match fine china patterns. From Samuel 
Kirk & Son, Inc., Baltimore. 
















































































Slide rule cuff links come in sterling silver. 
$6.95 Keystone. Matching tie clasp available 
at same price. From Dan Newman Co., 207 


v: CANA AA ANI W. 25th St., New York. 
The finest watch We : : | 
companies choose ai i, | | rm 
Duchess Bands for on — Vm Vien Ad TY — 


their ladies’ and men’s watches 

for the same reasons that 

make Duchess the bands to 

stock — and sell — in your store. 

When you can tell your customer 

that the new Duchess band you're 

showing him is his watch’s 

“original equipment” band, 

you've clinched another sale. 

there’s a Duchess band to suit any 7 Karlan & Bleicher’s new tapered seamless 


watch any customer. wedding ring is machine made and hollowed 
in the back. Hollowed back makes ring lighter, 


FREE ILLUSTRATED BROCHURE UPON REQUEST ee keeps appearance heavy, manufacturer says. 


with your 
order for 12 ladies’ or 
men’s assorted attach- 
ments: 


The Duchess Spacesaver 


your volume warrants, | 


JEWELRY. MEG. CORP. a 
300 OBSERVER H’WAY, HOBOKEN, N.J. OL 6-5757 Hamilton’s “Bracelette A” has winding 
j in New York City: WOrth 4-0322 stem placed to provide continuity of design. 
Chicago Sal ts Office: Lowy SeQeatnen Sar MF, Madison St. | With white or yellow rolled gold plate, stain- 
: e less back and 17-jewel movement, $59.50 FTI. 
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JUST REVISED 

















on . - 


More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 


the Sterling /latware Patterns at your fingertips 





This book is a necessary selling tool. The Sterling Flatware Pattern Index is 
Used every day by jewelers across the handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 
flatware patterns made by manufacturers in 
this country. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
Revision sheets $6.75 


Easy-to-use, this valuable reference book 
has a complete index which lists: 


®@ the manufacturer's name 


@ the pattern name 


@ the current status of every pattern 
@ With binder $27.50 © Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75. 


Street 


City 


os ee eeseseseeesesesesesessseeoessseesed 
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Build Added Profits with 
Personalized BABY CHARMS 


by Zisher 


Baby charms for mothers and grandmothers 
can help you increase your business. Delicately 
designed and styled in Sterling or 14 kt. Gold. 
Place your order now with your wholesaler for 
Fisher’s baby charm assortment. 


Sunbeam’s “Rollmaster” electric shaver 
has self-adjusting rollers for all types of 
beards and skin. Available in leatherette 
travel case or gift display case. $24.95 sug- 
gested retail. 


x Ate 
i 


iz “ 


Catalog on request 


J. M. FISHER CO. ¢ Attleboro, Mass. 








“Taper,” a new pattern in Oneidacraft 
deluxe stainless, features mirror-finished de- 
sign of contemporary simplicity. From Oneida 
Ltd. Silversmiths, Oneida, N. Y. 


See your wholesaler today and join the 
thousands of retailers already profiting 
from this terrific seller. 


Goldstein- Gerson co. Pin is fashioned in hand-carved agate stones 

y ae ing Ky, Wer y to resemble the shell and head of a turtle. 

Someta With 12K gold filled setting. Available in 

ST 46th ST. © NEW YORK 36. N.Y choice of 12 colors. $9 Keystone. From Ad- 
mark, 714 Sansom St., Philadelphia. 


yy 
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THE 

AAT Dro 
WATERPROOF* 
CASE .*. 
WYLER 
“EXTRA” 








ie: Bi, 
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World-Famous Incaflex Balance Wheel— 

flexible spokes give with the shock, 

avoiding 4 out 5 watch breakdowns—fully guaranteed. 
Ordinary Balance Wheel—rigid spokes 

relay shocks straight to vital balance mechanism, wally, 
often causing costly breakage. aaa s 


Guaranteed Non-Break Mainspring 








Full Rotary, Dual Directional Winding System 


Large Mainspring Barrel for more reserve power 








Antimagnetic 
! ) Assembled by Senior Craftsmen only 


: : Rigid Mounted Bombé jewels retain oil better 





Wyler Self - Winding Watch of LTomorrow 


DYNAW IND 
WYLER WATCH CORPORATION, 131 EAST 23RD STREET, NEW YORK 10, N. Y. 








~= A CHANGE OF PACE FOR 


SPRING SALES 


WITH WATCHBANDS 
NEWEST BAND FOR MEN 


A man's styled combination of 
metal and plastic inserts makes 
this band a certain sales winner. 


"Sleight Of Hand” sizing fea- 
ture... no tools... Just a 
flick of the fingers and a link's 
out . . . Another flick, it's back 
in. 

The exclusive "Slide And Lock" 
end lug is quickly, surely and 
easily interchanged to take 
either straight or curved ends. 


All exclusive features of this 
band are eee by U. S. 


patent application. 


Fully guaranteed, this revolu- 
tionary band is shown in Stain- 
less Steel, and is also available 
with 1/20 10 Kt. Gold Filled 


Tops and metal mesh inseris. 


Each band handsomely pack- 
aged in attractive Mark VII dis- 
play package. 


| NORTH ATTLEBORO, MASS 


| WATCHBANDS INC. 





NEW HAVEN 





New England 


Retail Jewelers 


new! 


REFLECTION 


by 1847 
ROGERS 
BROS. 


We are 
better able 
than ever 

to serve 

you through 
our new 
enlarged 
quarters. 


J. A. SILVER CO. 


181 COLLEGE ST. 


CONN. 











LETTERS... 


Electric or Electronic? 
To the Editors: 

An advertisement in your February 
issue says that Lip has a completely new 
electronic watch. Is this different from 
the Hamilton electric watch? 

Looking over Henry Fried’s technical 
articles, I am unable to find any ref- 
erence to vacuum tubes or transistors 
which, I understand, are prerequisites 
of an electronic device of any kind. 
Please explain the difference between 
electric and electronic as it applies to 
watches. 

Chicago ROBERT S. KAISER 


The Lip watch contains a diode, 
which functions like a valve, suppress- 
ing the spark and prolonging the life 
of the battery. Since the diode is an 
electronic element, the maker terms the 
watch 


A Lousy Loupe? 
To the Editors: 

Just read your February article about 
diamond appraisals, and wish to rec- 
ommend either some new glasses for 
the author or some new friends. 

Especially the one of those “‘three top 
diamond men” in his city who spotted 
the “rare beauty” of his 4-carat dia- 
mond and offered him $125 per carat— 
he must really be a dandy! 

Moline, Ill. C. I. JOSEPHSON 


New glasses might have helped in 
editing. Referring to offers for the four- 
carat diamond, the text should have 
read: “The prices ranged from $500 to 
$1500, per carat.” Unfortunately, the 
last two words were omitted. “Strange 
as it may seem,’ says author Maz 
Strasburg, “there are jewelers who are 
not in the everyday market for emerald- 
cuts and large stones who do not realize 
that four-carat diamonds of fine quality 
wholesale at $1800 to $2500 per carat. 
—Editor 


Mail from Home 
To the Editors: 

I had a wonderful surprise last eve- 
ning, when friends brought a box of mail 
from my home in Orchard Beach. The 

(please turn to page 62) 
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sell up to quality, not down to price... 


with TOASTMASTER Abrcewiare 


oo 








Model 8C1 (shown) Square Stain- 
less Steel Automatic Fry Pan, 
$21.95. 8D1l Permanent-Mold 
Aluminum Fry Pan, $14.95. Re- 
movable control, $7.50. Match- 
ing cover, $4.00. 


Model 1824 (shown) 2-slice Automatic Toaster, $19.95; 

Other Automatic Toasters from $17.95. 
1C4 (shown) 3-slice Powermatic Toaster, $34.95. 1B16 
2-slice Powermatic, $29.95. 


meen 7 date Model 8Al (shown) 11” Automatic 
matic Coffee q : my * 
Maker; mokes 3. FF q Fry Pan with built-in heat control, 

; , $19.95. 8Bl 12” size, $24.95. 


tolOcupsatrate | | i Vented covers, $3.50 and $4.50. 


of cup a minute, Model 482 Steam & Dry Iron; 


$29.95. . = rg lightweight 34% Ibs., $17.95. 
’ | 4A4 Automatic Iron, $11.95. 


Model 2D3 (shown) Auto- 
matic Grill & Waffle 
Baker, $34.95. 2D2 
Waffle Baker, $21.95. 


3 beautifully pack- 
aged Home Hair 


Model 981 (shown) “Instant Heat” Cutting Sets, $10.95 
Model l0Al 2-speed Star-Mix Blender Automatic Heater, $18.95. 9A2 up. Clipper alone, 
$9.95. 


star-shaped container for faster, 29.95. 9Cl Rediant : 
smoother blending, $34.95. pag Cl Radiant Heater, 


Quality beyond price makes Toastmaster Homewares easier 
to sell... because they’re worth more! 


And when Toastmaster customers comé back, they come ® 
to buy again—not to complain or request repairs. 
Toastmaster Homewares are trouble-free. They’re made 


that way... always have been... always will be. : 

This is impressed on your customers by the most colorful, Si Stele Some 
hard-hitting national ads ever run on small appliances... in West, MM ¥ WWE 

the Post, Good Housekeeping and many other publications. Homewares—the new word that helps you sell up to 


TMA TOASTMASTER DIVISION, McGRAW-EDISON COMPANY quality, not down to price... with Toastmaster. 


EDISON *“TOASTMASTER" is a registered trademark of McGraw-Edison Pri Sl 
Company, Elgin, Ill., and Oakville, Ont. © 1959 rices shown are suggested retail prices. 


Tie in now to build your sales and profits! 





JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1959 











Planning a STORE-WIDE SALE? 
A Complete Sales-Promotion Package $ 5 () FOR EVERYTHING 
... so you con ‘DO IT YOURSELF! YOU NEED TO RUN 


ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv. (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas [<... \ame STOCK LIQUIDATION SALE 
sure fo draw Crowds PUBLIC NC 


ITS THE WILDEST PRKE PAN #CITYS EVER SEEN 


NEED CASH SPECIALS? a. DIAMOND 


bX : 





We can serve you on Memorandum with several hundred 
of the hottest fast selling profitable traffic items, includ- 


ing Advertising Copy that will make your sale a success WE WERE WRONG-—WE ARE SORRY 
any month of the year. et Ges Lams be Vor Grin Wie Crashnael ond Martendice & Clive 


DISCOUNTS UP TO 75% 


Consult us in confidence. We can refer you to a number [97779 1 ceune vor const te Coot 


- wAMOAREnROW 


of Jewelers who have run Successful and Profitable Sales “FO “THURSDAY - 
with our service. Write, wire or ‘phone for details! No 
town too small for a SUCCESSFUL SALE! We can 
recommend Experienced Sales Supervisors at nominal 
fee—upon request! 


ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE] HUNDREDS OF SIGNS, PENNANTS, BAN- 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DiE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDED! 
SPECIAL RADIO CONTINUITY 25-50-75-100 
WORD DYNAMIC SALE ANNOUNCEMENTS! 
DIAMOND MERCHANDISE CONTEST, DOOR 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD 
GETTING IDEAS! COMPLETE SURPRISE PACK. a mse Dera 
AGE MYSTERY BOX PLAN WITH MATS AND eae - 
HOW TO SELL ‘EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS! 


























J. BIELER PROMOTIONS wt-: 2... 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois +* ALL PHONES: RAndolph 6-9550 
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Not ius 
Ht TH I 


‘out seventeen Jewels 
i) a waterproof watch 
that yetalls for*|9.95 


WMeluding loox! 
Keystone only* 9.00) 


pan 
oe 


You can count on this watch to bring in 
the money fast. Why? It’s the buy of the 
year, that’s why: a 17-jewel, guaranteed 
waterproof* watch, with a guaranteed un- 


breakable mainspring and balance staff, 


chrome-plated top, stainless steel back, 
leather strap. It’s handsomely boxed, it’s 
guaranteed for one full year, parts are a 
cinch to get. And it costs your customers 
just $19.95 . . . the price they’d expect to 
pay for a 7-jewel watch! Profit now. Stock up. 


*Providing case unopened, crystal intact. 


CROTON WATCH CO. 
404 Fourth Avenue, New York 16, N. Y. 





Please send me_____________ Sussex Resistal watches, 
including boxes: 


Z 
» & 
"Ss 
2» @® 

| 

| 

| 

| 

| 





v 
a 
> * 
~< 


Store Name 





Ss > 
a 
4°, 
S. 
SP. 
EE fe COSTE te hd NT aw ae ne Cah toe i, 


WL. 


SUSSEX Division of Croton Watch Company 
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“Pearls of Wisdom” 


“@Orienta” 
Cultured Pearl 


Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nessau S#., 





New York 











TRAFFIC BUILDERS! 


MASONIC KEY 


CHAIN—! in. diam. 


Your Cost—$15.00 per 
100. Minimum order. 
Mixed orders accepted. 
Space on back to en- 
grave name, lodge, etc. 


Also available — Elk, 
Shrine, Eastern Star key 
chains, $15.00 per 100 
—may be asst’d. 


All eolns gold-plated 
bronze. Newspaper mats 
furnished. Each can be 
advertised for 49¢ or given 
free with other purchase. 
Promotional possibilities 
unlimited! Terms: 


F.0.B. Nashville. (3 Ibs. 
per ©.) Postage prepaid 
if eheek saecompanies 
order. 


Special Order 

Coins & key chains for 
anniversaries, commenda- 
tions, dedications. 


GOLDNER ASSOCIATES 














MASONIC 
COIN 
Cost to You $10.00 per 


Ss ge 
name, number and date 
degrees. 
Box 2703, Dept. J-4 
Nashville, Tenn, 


1% in. Dia. 














— 


M. 


133 No. Pearl St. 


ALbany 3-5869 


FOR JEWELERS IN 
THE ALBANY AREA: 


REFLECUO 


WITH ITS FIVE-WAY MERCHANDISE 
PLAN IS AVAILABLE WITH ALL 
THE SERVICES OF: 


LEVITZ & CO. 


ALBANY, N. Y. 


ALbany 6-1138 











LETTERS (continued) 


best thing was my JEWELERS’ CIRCULAR- 
KEYSTONE. My wife and I have vaca- 
tioned here for the last six years, except 
in January-February 1958, when we 
drove to Mexico. I am planning to re- 
sume traveling for Page-Walker Co. of 
Providence about the middle of March. 
Palm Beach, Fla. J. JOSEPH MAHONEY 


3-Year Guarantee 
To the Editors: 

Companies are now starting to sell 
watches with a three-year guarantee. 
That is, “unconditionally guaranteed.”’ 
They say it’s for the retail jewelry 
stores. Is it? Just look at the repair 
business that jewelry stores will lose, 
besides the loss of customer-traffic for 
crystals, straps, stems, crowns, adjust- 
ments, etc. 

On top of that, will jewelry stores be 
the only ones to sell watches? With that 
kind of guarantee, what’s to stop super- 
markets, hardware stores, luncheon- 
ettes and discount houses from turning 
over watches to make a few extra 
dollars? There is no service attached to 
these watches, and besides they will be 
pre-sold through radio, television and 
newspaper ads. 

L. ROBERTS 
Brooklyn,N. Y. R.&R. Jewelry Corp. 


Crucifix 
To the Editors: 

My attention has been called to your 
article, “Symbols of Faith” [February]. 
Miss Gewirtz should be complimented 
upon her fine job of assembling authen- 
tic information. 

However, a correction is suggested: 
The designers of the crucifix so beauti- 
fully described are not in Paramus, N. J. 
The crucifix pictured in your article is 
an imported item and is available to the 
entire “religious article” trade through 
distributors and others who import di- 
rect. 

ARTHUR J. GUNDERSDORF 
Jersey City, N.J. St. Theresa Art Co. 


Prices & Mark-ups 
To the Editors: 

May I express to you my heartiest 
congratulations on two features of the 
March JEWELERS’ CIRCULAR-KEYSTONE. 
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Here are the 
newest designs 
beautifully 
achieved in 
luxurious 14K 
gold. Only 
Regency offers 
these magnificent 
creations that 
are sure to 

mean more sales 
at your fine 
jewelry counter. 
Write today 

for further 
information about 
our complete 

line of fine 


gold jewelry. 


Kegency Crzations, One FE 


45 WES? 46th STREET "NEW VORK, N. ¥. ° Circle 7-6311-2 
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FOR 
LEASE 


im Memphis, Tennessee 


Prominent Main Street downtown store 
for lease. Located in the heart of Mem- 
phis’ heaviest pedestrian retail shopping 
traflic. Formerly occupied by one of 
Memphis’ leading Jewelry Stores; conse- 
quently, easily adaptable with minimum 
expense for a full scale jewelry store op- 
eration. Show windows, vault, burglar 
system, etc., already installed. Approxi- 
mately 1814 feet front by 150 feet depth, 
with full basement. Will give advantage- 


ous lease to qualified occupant. 


APPLY Joseph A. Goodman, Owner 
c/o Julius Goodman & Sons 
Liss Madison Ave... Memphis I. Tenn. 

















REFLECTION 


WE HAVE IT! Be 


3 / 
A distinguished pattern ) : 
destined to take its place : } 


among the all time “best : sa 


~~ 


sellers.” 


52-SERVICE FOR 8 
Gift Boxed, $79.75; 
In Drawer Chest, $89.75 


SEND YOUR 
ORDER TO 


MAX KOHNER, INC. 


21 W. Baltimore St., BALTIMORE, MD. 
MU 5-3683 











LETTERS (continued) 


First your editorial, ‘Consumer - Be- 
Damned Laws,” is a most excellent 
analysis of the retail jeweler today. 
Second, the material presented in the 
Salute to the American Gem Society is 
excellent, as well as earned by the So- 
ciety. 
B. W. HEALD 
Secretary 
Wisconsin Retail Jewelers Association. 
Milwaukee 


To the Editors: 
@ @ | agree with your idea on jewel- 
ers’ markup. 

R. WEHMUELLER 
St. Louis Wehmueller-Hamilton 


Silver or Golden? 


To the Editors: 

In the March issue you again do a 
fine job of interesting jewelers in mak- 
ing aggressive moves to reach the teen- 
age as well as the bridal market. If 
more of them follow your advice, I am 
sure their business will prosper over the 
next 15 years. 

I only disagree with one of your 
phrases, and I am sure you will know 
the reason why—we call them the “Sil- 
ver 60’s,” rather than the “Golden 
60’s.”” While it is true that the growth 
of the 15-24 age bracket may be par- 
ticularly good for silver, I agree the 
growth in total wedding business possi- 
ble for jewelers is indeed a golden op- 
portunity. 

JACK F. AMBROSE 
Executive vice president 
Sterling Silversmiths of America 
New York 


How about the “Electrum 60's’? 
Klectrum is an alloy of gold and silver! 


—Editor. 


Cyclotron Treated Diamonds 


To the Editors: 

As I am the only diamond dealer. 
specializing in cyclotron treated dia- 
monds, and stamp each diamond paper, 
memorandum and bill of sale “cyclotron 
treated diamonds,” I feel that your ar- 
ticle in the January issue did me a 
great injustice by confusing the pene- 
trating permanent coloration with the 
temporary deceptive improvement of 
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The Biggest 1-2 Combination in Diamond Rings! 
> ell complete dealer sales aids DP Lovely, larger diamonds in 





program ...ad mats, motion dis- smart ring styles... with lifetime 
| plays, neon sign, in-store dis- exchange privilege, permanent reg- 
| | plays, theater commercials and istration and guarantee, and pro- 
consumer literature. tection against loss of diamonds. 


We Special new Starfire Diamond ‘Friendship’ Ring promotion for teen-agers. 
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we” e Rosary of the Won th ‘ 


Catamore Rosaries . . . handsomely crafted of 


precious sterling silver and the finest rosary beads. 


Distinctive . . . beautiful original designs. Sales 


are bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R76/84-1013 $20.25 


Genuine rock crystal, pyra- 
mid cut. Engraved cross and 


center. 




















... we have it 


REFLECTION 


by 1847 Rodgers Bros. 


A distinguished pattern 
destined to be among 
all time “best sellers.” 


pes em 
& Company, Inc. 
800 PENN Be Siding 22, PA. 











LETTERS (continued) 


whiteness by surface coatings. 

I want the readers to know that all 
my merchandise is boiled in acid before 
it is put into my stock for sale. This 
cleaning process immediately removes 
the coating, as would simple heating in 
an alcohol lamp. My brochure, “The 
Story of Cyclotron Treated Diamonds,” 
was mailed to every member of the 
American Gem Society and it is also 
used by the Gemological Institute of 
America in their diamond classes. 

Inasmuch as I sell to many of the 
leading diamond dealers, I feel that you 
should clear up this confusion and use 
my name as an honest dealer in this 
line of business. 

THEODORE MOED 
New York, N. Y. 


Modern cyclotron treated diamonds 
present no hazard to the wearer; the 
color changes (shades of green or gold) 
are permanent.—Editor. 


Cutting Credit Losses 


To the Editors: 

We would like your permission to 
quote from your “Credit Yardstick” ar- 
ticle by James Joseph in the March 
issue. 

It is one of the most ideal measures 
for credit guidance we have seen in a 
lifetime (now 74) of credit study. We 
intend to use the information in our 
monthly news letter which goes to 
credit retailers with full credit to your 
publication. 

LEWIS J. SOLOMON 
Director of Advertising 
Altheimer & Baer, Inc. 
Chicago, ill. 


Reprints of the “Credit Yardstick”’ 
article are now available at 25¢ each 
(10¢ each in orders of 100 or more). 
This article, published in our March 1s- 
sue, explains a system by which jewel- 
ers can reduce their credit losses by 10 
per cent, 20 per cent, or almost any 
amount they choose. In ordering, ad- 
dress JC-K, 56th and Chestnut Sts., 
Philadelphia, Pa.—Editor. 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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'S 
“~8uLous FORMULA FOR 


WESTCLOX SPRING 
TY ADVERTISING: 


. | | o all 
networ 2) | 


starting April 13 i y 
ULL ces-t" e SUNDAY, APRIL 26 VA, 
R . 
selling WESTCLO* Re 
for you oe? & 


SENSATIONAL S 
S, 


F 





pe W! 
the star of the s 


season’s biggest, brightest “‘live’’ 
TV musical —full CBS-TV network! 


STARRING 
iTAB HUNTER UANE POWELL 


WALTER PIDGEON XJEANNE CRAIN 
*RETA SHAW tED WYNN 
special guest star 
*27MYRNA LOY 








PLUS—Saturation schedule of full color newspaper ads, 
Sunday, April 26—same day as ‘‘Meet Me in St. Louis.” 


selling WESTCLOX to millions of viewers for you...gorgeous ‘BETSY PALMER 


For a preview of the new WESTCLOX watches and clocks this 
powerhouse program will be pre-selling for you, stay on the tracks 


TO THE NEXT PAGE) 
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YES, WITH BOTH “NAME THAT TUNE” AND “MEET ME IN ST.LOUIS”... 


WESTCLOX will be bringing 
for these brilliant new watches 


Elegant new 
SERIES 


five stunning, small size models 
...8tyled for luxury, priced for value! 





WESTCLOx 
) wy 
oA SME BJO 


THE BLEGANCE OF SHOCK RESISTANT 
SINE WATCH STYLING VUNBREAKAGLE MAINGP RING 


[hes 


WESTCLOA 


a 


“ey —S so 
hae : * wee” 








dealer cost $5510 


ORDER ASSORTMENT No. 7440 
Get this full color display FREE! 


Handsome new 


Lancer 


WATERPROOF 
AUTOMATIC SERIES 
self-winding with wrist motion! 

certified waterproof and dust- 


proof*; shock resistant, anti- 
magnetic 
No. 782-L 
retail price $16.95 
dealer cost $11.02 
ORDER ASSORTMENT No. 7790 
Get this colorful, new Westclox 
automatic watch display FREE! 
dealer cost *§ 39 


(No. 781-L 3 
retail price $15.95 . *Stays waterproof and dustproof provided 
dealer cost $10.63 original seal is replaced if opened for service 
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you customers 
and clocks! gama 
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DROWSE Electric Alarm ee ee ee | | ee 
With exclusive Sleep Selector! ie nah ALHAMBRA 
Wakes you gently—lets you a decorative electric 
choose 5 or 10 minutes extra > fo FT wall clock 
sleep—then wakes you again: J 7 aARM See striking high style with delicate 
ate x —— : lacework design 
No. 800 Cloud Gray ~# — mh was Se flush-mounting case in 
retail price $5.98 —\ \| Gi co rich gold color 
dealer cost $3.93 : ee a : \ a 24 1: * No.900 retail price $1495 
7 1g | dealer cost $9.45 
No. 800-L. Doeskin 
Luminous 


retail price $6.98 : = | weal 
dealer cost $4.59 \ | a ORDER ASSORTMENT No. 8000 


Contains: 2 #800, 2 #800-L, FREE display! dealer cost $1 74 


New SHELBY keywound alarm 


rich gold color accents on bezel, numerals and hands 
jewel-like, “‘pearlescent”’ dial 
convenient luminous dial and hands 


retail price $595 
No. 280-L Black or White dealer cost $4.16 


Additional feature items on 


PLACE YOUR ORDERS TODAY! BPS these standout TV shows— 
TAKE FULL ADVANTAGE OF THE TERRIFIC = SX Name That Tune’ and 
WESTCLOX SPR/ING CAMPA/GN 2 more new watch series 


Coquette 
PLANNED for extra selling impact during the Shadow Thin Waterproof 


important Spring gift season! Slectric Wall Clocks 


New Frill Copper 


SCHEDULED to bracket the year’s biggest Orbit 


concentration of gift-buying occasions! Electric Alarm Clocks 
‘ Dynamic Lace 


POWERED to move WESTCLOX watches and clocks > Fortune Sheraton 


across your counter fast! \ Keywound Alarms 
| Big and Baby Ben Penthouse 
Above are suggested retail or Fair Trade prices " Baby Ben Sequin Travalarm 
and subject to 10% Federal Excise Tax 


WORLD'S LARGEST MANUFACTURER OF TIMEPIECES. WESTCLOX IS YOUR FULL PROFIT LINE 


WESTCLOX 


MAKERS OF BIG BEN «+ DIVISION OF GENERAL TIME CORPORATION «+ LA SALLE - PERU, ILLINOIS 
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the world’s most beautiful ‘“‘salesmen” are helping you sell 


Artcarved 


DIAMOND AND WEDDING RINGS 
and the 


ermanent Value Plan 


Beautiful girls like this are telling marriage-conscious young people in nine lead- 
ing national magazines all about the exquisite Artcarved ring styles—and the 
remarkable Artcarved Permanent Value Plan. Your customers will see them in 
full pages and dramatic half-page ads—plus a spectacular full-color spread in 
Seventeen—now through June. The budget-minded buyers in your town will 
learn how to “‘grow” their diamonds as their budgets allow. Be sure you take 
advantage of this forceful nationwide promotion program. 

And besides all these outstanding engagement ring ads, Artcarved is present- 
ing the largest national advertising campaign for wedding rings in the entire 
jewelry industry. Dramatic ads in Bride’s Magazine, Modern Bride and Bride 
& Home will hit right at the heart of the fast-growing wedding market. And 
other special wedding ring ads in Good Housekeeping and Glamour magazines 
will be selling other wedding ring prospects—fashion-conscious young marrieds, 
who want “‘dress-up”’ rings, and older women whose rings are worn and ready 
for replacement. Plan now for extra profits this season by stocking a large selec- 
tion of Artcarved* wedding rings and displaying them prominently. 





Every 8 days this spring there’s a new Artcarved 
national ad in these magazines... 


BRIDE’S MAGAZINE 
BRIDE & HOME 
MODERN BRINE a 


GLAMOUR 
PHOTOPLAY 
MADEMOISELLE 


LIFE 
SEVENTEEN 
GOOD HOUSEKEEPING 


USE THESE ARTCARVED MERCHANDISING AIDS TO HELP 
YOU PROMOTE ARTCARVED RINGS IN YOUR STORE. 





MEMBER 


NEW DISPLAYS. Bride displays, 
flasher and motion units for window 
and counter. TIE-IN LITERATURE. Full- 
color folders, gift books, ““Wedding 
Guide for Bride and Groom.” 
NEW RADIO DISCS. One-minute and 


COPR. 1959, J. R. WOOD @ SONS 


twenty-second spots with time for 
local tie-ins. FULL-COLOR MOVIE 
PLAYLETS. For local indoor and 
drive-in theaters. Also in black and 
white for TV. PLUS AMERICA'S NO. 1 
DAYTIME TV PROGRAM, “QUEEN FOR 


*+RADEMARK 


A DAY.” Over 8,000,000 women see 


Artcarved on TV via 142 NBC-TV =~ 


stations throughout the nation. And 
many more will hear about the 


Artcarved PVP on 560 Mutual radio ‘ 


stations next day. 


i JR. WOOD & SONS, INC. 


216 East 45th Street, New York 17, N.Y. 


NEW YORK ¢ AMSTERDAM ¢ ANTWERP 
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FULL-PAGE LONGINES ADVERTISEMENT AS IT APPEARED IN “READER’S DIGEST” 
AND OTHER LEADING MAGAZINES 


IT RULES 
YOUR LIFE 


OST INTIMATE of personal 

| possessions, your watch por- 

tions out each precious hour, keeps you 

in time with your busy private world. 

Yet, less than 10% of us own truly first- 
class watches. 


The fact is that the ownership of one of 
the world’s finest watches, a Longines 


for instance, costs /ess—rather than more. 


—than cheaper watches. 


Most watches under $20 are of ‘‘pin 
lever” construction. Here thin metal 
pins substitute for the jewelled lever 
escapement, the beating heart of your 


watch which must function 157,000,000 


times a year. 


But even in a jewelled lever watch, 
perfect performance comes only from 
perfect manufacture through and 
through. In a Longines, for instance, 
many parts are perfectly fashioned to 
| /100,000ths of an inch. Only with such 
precision can superior accuracy be ob- 
tained. Equally important, wear and 
friction are reduced to the vanishing 
point, assuring long life. 


A good quality jewelled lever watch is, 
of course, a very fair timepiece—but for 
a little more you may own or give a 
Longines, rated by experts as the 
world's finest*, With reasonable care, a 
Longines watch will last an adult life- 
time. More important, it actually im- 
proves with use, running better than 
new after 10 or even 20 years! 


Be} feii is 


-WITTNAUER WATCH 


Longines 
Triumph Automatic 
14K gold, $195. 


tn every y held of human endeavor, one 
product and one name stands out as pre- 
eminent. Among watches, that name is 
Longines. During almost a century of 
achievement, Longines has continuously 
led in quality and true worth; has won 
highest honors in every field of precise 
timing. 

To buy a Longines, you must go 
to an authorized Longines-Wittnauer 
Jeweler. The cost can be as little as 
$71.50. With the $15 or $20 that you 
would pay for a “pin lever’ watch, 
you can make the down payment on a 
Longines on an easy payment budget 
plan. Your old watch will be accepted 
in trade at its fair value. 


Visit your Longines-W ittnauer Jeweler 
soon. For an informative booklet, write 
Longines-Wittnauer Watch Company, 
Longines-Wittnauer Building, New 
York 36, N.Y. 


*Except for certain individually hand-made watches, 
such as Vacheron & Constantin, which sell at ap- 
proximately three times Longines’ prices. 


LONGINES 


Ten world’s fair grand prizes * 28 gold medal 
awards * Highest honors for accuracy from 
government observatories * Ofhcial watch for 
championship sports the world over * The first 
watch of aviation, exploration and science 


Fi Weulds Most H (ea Woteh 


COMPANY 
LONGINES-WITTNAUER BUILDING * NEW YORK © U.S.A. 

















D® FUHRER FUROR: It’s nearly 14 
years since the demise of that 
fantastic little Austrian paperhanger 
who once had the world at bay. But 
all the messes he made weren’t in- 
terred with his bones. New ones keep 
cropping up. 

It appears, for instance, that the 
gems on those diamond-studded batons 
and party pins which Der Fithrer be- 
stowed so lavishly on his henchmen 
weren't really his to give. The Dutch 
say — with documentary evidence — 
that he heisted them from Amsterdam 


diamond-cutters during the German 
occupation. And they’ve filed a claim 
for $1,119,000 with West Germany. 
The Bonn Government may bill re- 
cipients—or ask them to surrender 
their looted goods. Seems quite fitting 
and proper that any extant Nazi big- 
wigs should still be haunted by Hitler’s 
misdeeds. 


| as HOROLOGISTS ONLY: Recently 
we saw a picture of the one and 
only electro-atomic clock. We looked 
at it with awe, admiration — and 
utter non-comprehension. 

In shape and size it ressembles a 
large section of those metal storage 
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SPEAKING 


lockers you see in railway stations 
tor the convenience of people with 
cumbersome parcels. Only this “sec- 
tion” bristles with as many gauges 
and knobs as the instrument panel of 
a turbo-jet. If you look real close, 
youll find a tiny clock dial in the 
giant’s center tier. 

“The heart of this instrument con- 
sists of a complex device which, oue 
can say, corresponds to the escape- 
ment of a watch,” says the descrip- 
tion. “It consists of a cylinder whose 
length traverses a jet of amonia gas 
submitted to the influence of high 
tension electric currents. This jet is 
received by a mechanism which, under 
certain conditions, enters into electric 
vibrations of very high frequency. 
When this vibration corresponds 
exactly to the internal vibration of the 
molecules of the jet of amonia, the 
latter abandon their own energy and 
this results in the birth of a very 
weak electric current .. .” 

Had enough? Well, anyway, the 
monster has “unbelievable speed of 
operation.” In the space of one second, 
“an atom of a molecule of ammonia 
gas from the jet vibrates 23 billion, 
873 times.” And it has “precision 
never before achieved by a clock. 
The average variation per day is less 
than 0.00001 of a second.” 

Even so, they’re going to have to 
make some changes before we want 
one on our mantelpiece. Right now the 
“little” timekeeper is at the Neuchatel 


OF THE JEWELRY TRADE 


Observatory, Switzerland, helping 
Europeans meet their appointments to 
the 0.00001 of a second. 


Bag BUT NOT FORGOTTEN: A wo- 
man, married about 15 years, 
confided to a friend that she’d lost the 
diamond out of her engagement ring. 
“With expenses of the kids and all, 
there’s no hope of replacing it,” she 
said, dolefully. “I knew I'd lost my 
glamour,” she sighed. “And now I've 


'?? 


lost my glitter! 


parr CLOCK MAN:—Any jew- 
eler hates to see repair business 
slipping through his fingers. And when 
Dick Anderson of Anderson Jewelry 
Co. (Ft. Collins, Colo.) found he was 
turning away six to ten clock repair 
jobs each week, he scoured the town 
for help. Maybe he could find a re- 
tired jeweler who would do this work 


on a part-time basis. His watch repair 
men were much too busy. 

His search produced a middle-aged 
man working full-time for the county 
—a man who loved repairing clocks 
and had done it for years as a hobby. 

This gentleman now reports at the 
store two hours before opening time, 
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HARPER’S 


BAZAAR 
HOLIDAY 
BRIDES 


seventeen 


When two 
make beautiful 


PALLADIUM music 


THE MOST FITTING RINGS ARE CHERISHED PALLADIUM 
... NEWEST OF THE WHITE PRECIOUS METALS. 
Wear your palladium rings with a song in your heart... proud of 


their gleaming whiteness ... sure your choice is a romantic one. 
Notice how rrecious palladium accerits the sparkle of gems... 
how it gives extra beauty to the most exciting jewelry you'll ever 


own. Write for our new booklet, ‘‘When it’s time to think about 
buying aring.”’ It tells about diamonds and the distinctive qualities 


] of palladium for jewelry. Then ask your local jeweler to show you 
his palladium rings or write us for a nearby source of supply. 
e 


PALLADIUM 


a precious meta! of the 
. ptatinum group 


Platinum Metals Division + The international Nickel Company inc, + 67 Wall Street, New York 5, &. ¥. 





Persuasive ads like this, will appear on a year round _ To get the full benefit of this advertising campaign, 
schedule in six important, style-setting, national mag- _— write us for the free Basic Merchandising Kit of effec- 
azines. Each ad creates a personality for palladium __ tive sales aids. Use all the suggested selling ideas and 
jewelry featured ...each ad tells the advantages of always have palladium counter cards and signs in 
gleaming, white palladium, the all-precious jewelry | evidence—so customers will ask you to show your 
metal...and each one sends customers to see you. _ palladium jewelry. 


PALLADIUM ....a precious metal of the platinum group 


PLATINUM METALS DIVISION, THE INTERNATIONAL NICKEL COMPANY, INC. ¢ 67 WALL STREET, NEW YORK 5, N. Y. 
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three or more days a week, depend- 
ing on the load. He’s delighted to 
cash in on his hobby —and Dick 
Anderson is delighted to be able to 
oblige those clock-repair customers. 
“Many of them are prospects for 
new clocks,” he points out. “Besides, 
our new ‘department’ is building traf- 


fic and good will.” 


fe Minoan FOR HUMILITY :—Willard 

Woodrow, one of the country’s 
top five home builders, wears a $2.85 
Navy ring—and a $1,900 platinum 
wrist watch. Nothing could make him 
part with either, he says. “They bal- 
ance my career.” 

He bought the ring when he entered 
the Seabees in 1942—and it left him 
with 15 cents. “I figured I was going 
to be killed and wouldn’t need any 
money.” 

But he didn’t get killed. He was 
mustered out in 1945, in time to help 
his father-in-law and_ brother-in-law 
form the Aldon Construction Co. in 
Los Angeles. 


The company did well. In 1958: 


TT aa i, 


27,000 homes for more than $300 mil- 
lion. Somewhere along the way, Wil- 
iard treated himself to the wrist watch, 
a Gubelin. 

“But I never take off that ring,” 
Woodrow says. “It’s more than a good 
luck charm. Whenever I feel I might 
be getting a big head, I just put that 
ring over the watch and I say: ‘Wood- 
row, old boy, you were once worth 
just 15¢: and you could be again if 


'? 9 


you don’t watch your step! 


H: BELIEVES IN SIGNS:—Folks who 
live around Knoxville, Iowa, 
cant miss Vance Wymore’s signs 
along the highways and on the bump- 
ers of cars. “You Buy Ring—We Buy 
License” they say. “Modern Jeweler, 
Knoxville, Iowa.” 

And Vance always follows through 
on his promise, says Mid-Continent 
When he sells a diamond 
engagement ring to a_ palpitating 
groom-to-be, he makes out a check for 
$3—debit to advertising—for the mar- 
riage license. As an additional bonus, 
he hands over a streamer copy of his 


Jeweler. 
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"Stopped again, eh?" 
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slogan—done in red fluorescent let- 
ters on black—for the lucky fellow’s 
car bumper. 

The highway signs cost a mere $35 
to $40 each, per year; and Vance is 
planning to put up more of ‘em— 
this time with the words “Ring,” 


Lk ee 
“License.” and “Modern Jeweler,” in 
fluorescent red so they'll glow in a 
motorist’s headlights. 

Vance doesn’t care a bit that “all 
the time I hear people laugh about 
It means “they’re talk- 
ing about us. . . . And when they get 
ready to buy a diamond, they'll think 
of our store.” 


our slogans.” 


igen PIecES: — Of the famous 
diamonds in the world, only two 


? 


are still “working stones,” owned and 
worn by private citizens. 

Mrs. William B. Leeds, wife of a 
New York millionaire, owns the 43- 
carat Nassak, which turned up origi- 
nally in a Hindu temple in India; and 
the 54-carat Sancy, once the property 
of Queen Elizabeth I of England, 
glows from the tiara of Virginia-born 
Lady Astor. 

Most of the other historic diamonds 
have been retired to places of lonely 
prominence in museums. 

Not that our womenfolk have lost 
their love for diamonds. Today, ac- 
cording to one survey, 85 per cent of 
all brides wear diamond engagement 
1ings. Which demonstrates nicely that 
the beautiful things of life are neo 
longer just for the chosen few. 


Apsust WITH JEWELRY: — Feeling 
too far away from it all? Then 
maybe you'd like to take up jewelry- 
making along with jewelry selling. 

Research at the University of Mis- 
sissippi reveals that jewelry-making 
can help schizophrenic patients get 
hack to reality. . . . Neither of a per- 
son’s “two selves” can go wool-gather- 
ing when he’s designing a bracelet, 
say; and going through the meticulous 
steps of filing, enameling, solder- 
ae 

Sounds like a satisfying kind of 
therapy for victims of today’s over- 
demanding world. 








GET GOING FOR GRADUATION 


by Louise MacDowell 





Plan to sell more gifts, because 
there’ll be more grads! Here are 
promotional tips—and a list of 
most-wanted items 











® THE GRADUATION GIFT BUSINESS for jewelry 
stores will hit an all-time high this spring if sales 
keep pace with 1959’s peak tota! of graduates. 
More than one and one-half million boys and 
girls will earn high school diplomas in May and 
June; and another half million will receive de- 
grees from colleges and universities. That’s the 
largest number of graduates in our history. 


No national figures are available on how many 
youngsters will graduate from sixth grade into 
junior high, from eighth grade into high school, 
or from junior high into senior high. Systems in 
elementary and secondary schools vary from 
state to state, even from town to town. But these 
schools are bound to yield several million more 
“eligibles” for your list of June graduation gift 
prospects. 


What’s more, scholastic achievement is a fa- 
vorite occasion for gift-giving by parents, rela- 
tives and friends. The aggressive jeweler can 
draw many of these purchasers into his store; 
because graduations are milestones in growing up 
which seem to call for gifts of lasting value; 
gifts that say “with pride and love.” 


Favorite Presents: Watches 


Watches are way out in front as favorite 
graduation presents, for both sexes and at every 
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level of achievement. The young people like to 
receive them, and adults like to give them (not 
always the same thing!). Every official survey 
bears out the popularity of watches as gifts; and 
so did our unofficial tally of representative 
jewelry stores throughout the country. 

According to a 1957 study conducted by Scho- 
lastic Magazine, 12 items found in many jewelry 
stores—headed by watches—were included in a 
list of 16 most usual and popular graduation 
gifts: watches, radios, typewriters, luggage, rec- 
ord players, electric shavers, cameras, pens, rec- 
ords, jewelry and leather goods, silverware. 

But this big, and growing market (see table) 
needn’t stay in a rut of tradition. As Barnett 
Shaw, Shaw’s of San Antonio (Tex.), points out: 
“There is still a great deal that can be done in the 
merchandising of graduation gifts. Gift sugges- 
tions of unusual items in the $5 to $10 bracket 
will always be welcomed by shoppers. Although 
a watch remains the most popular gift from par- 
ents, a lot can be done toward stimulating the 
giving of diamond rings or sterling silver to girl 
graduates.” 


Ways to Promote Graduation Gifts 


Expanding your graduation gift business calls 
for two things: (1) Adroit and original promo- 
tions; (2) close contacts with young people so 
you will know what they want. It’s important, 
also, to start your publicity well ahead of gradu- 
ation dates—about four weeks, many jewelers 
recommend. 

Window and point-of-sale displays ranked 
ahead of newspaper advertising as “most effec- 
tive” among the stores we contacted, especially 
with stores located where sidewalk traffic is 
heavy. Glickstein Jewelers in the Thruway Super 

(please turn to page 122) 
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Good news at high school! Greater gift-selling opportunities are ahead 
because more boys and girls are getting diplomas. There will be 10 
per cent more seniors this year than last; and, from now on, the 
trend is up. By 1966, jewelers’ high school graduation business should 


soar at least 50 per cent ahead of this year’s level. 


471,280 534,820 692,280 713,950 

















Good news at college! The halls of ivy will confer more degrees this 
May and June than ever before. Senior classes are 8 per cent larger 
than last year’s. By 1966, this growing gift market will be 40 per 
cent larger than it is today. (These charts are based upon estimates 
made by the United States Office of Education.) 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1959 








PAPER SCULPTURE 
GIVE FRESHNESS TO 
GRAD-GIFT WINDOWS 


by Virginia Dixon 








These patterns are used for inexpensive, versatile effects at right. 
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@® FOR GAY, COLORFUL GRADUATION WINDOW dis- 
plays, why not use that inexpensive and versatile 
material—paper? Even in displays of a jeweler’s 
fine merchandise, paper can contribute interest- 
ing and original effects. Someone skilled in the 
art of “paper sculpture” could design elaborate 
decorative units. But even the novice will achieve 
pleasing results at very modest cost. 
Silhouettes—both the familiar dark on light 
backgrounds and light on dark grounds—are 
dramatic. Curled and folded cut-outs of paper 
can be used for any number of decorative motifs. 
You may want to fold and snip the pages as we 
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did in kindergarten days; and then unfold it into 


surprising patterns for background effects. 


While the accompanying sketches suggest vari- 
ous uses of paper for graduation displays, there 
is no limit to its use for displays the year around. 
A wealth of stimulating ideas and methods of 
working decoratively with paper can be found 
in several books. Outstanding among them are 
Creating with Paper by Pauline Johnson, pub- 
lished by the University of Washington Press, 
Seattle, Washington; and Sculpture in Paper by 
Bruce Angrave, published by Studio-Crowell, 432 
4th Ave., New York 16. Gee 
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Paper cut-out silhouettes of graduates 
decorate background and foreground of 
this display of suggested “Gifts for the 
Graduate.” Follow the patterns in dia- 
grams 1 and 2. Dolls should measure 
12 to 14 inches in height to make a good 
showing. Use rather heavy paper or 
light cardboard. Your color scheme can 
be black and white, or light colors 
against dark and vice versa. Tack girls’ 
silhouettes to the upper left-hand back- 
ground and boys’ figures to the lower 
right-hand window glass. Then arrange 
gifts on cube elevations in two groups 
with a paper ribbon scroll of copy ex- 
tending across the center of the window. 


Paper sculpture hands hold school di- 
plomas and model watches in this dis- 
play, which features the most popular of 
graduation gifts—the wrist watch. Fol- 
low our pattern (diagrams 3 and 4) in 
cutting them; or, even simpler, use your 
own hand as a model. Place your hand 
flat on the paper, with fingers slightly 
spread apart, and trace the outline. 
Allow an extra few inches on each side 
on the wrist so you can turn a full 
round cuff to hold the watch. Attach the 
cuff to the side panels from which the 
hands appear to extend—men’s hands 
on the left, women’s on the right. Use 
black suede paper for the sleeves and 
white drawing paper for the diplomas. 
The hands themselves should be cut 
from quite heavy, but pliable paper, 
that will hold its shape when you cur! 
the fingers around the diploma. 


A lacy background effect is achieved in 
this display by using panels of paper 
cut-outs stretched against contrasting 
color panels. Elevations are also made 
from cut-out paper patterns. Copy rib- 
bon, mortarboard and diploma in the 
window foreground suggest the gradua- 
tion theme. For the lacy background 
panels, use a length of colored paper, 
somewhat wider and about half as long 
as the desired size of the final panel. 
Fold paper in quarters, lengthwise, and 
cut through (while folded) alternately, 
on each side as indicated in diagram 5. 
When unfolded and pulled lengthwise 
over a contrasting color panel, you'll 
have an openwork design like that in 
the sketch. A light weight paper that 
creases readily is best for working out 
this design. Metallic papers such as 
come in rolls for Christmas wrappings 


are good. 











How installment executives size up 
the appliance business. A Coast-to- 
Coast opinion sample by William 
Wagner, Installment Credit Con- 
sultant to JC-K. 











One year after Fair Trade’s end for radios, mixers 


and the like, the great majority of credit jewelers say: 


Appliances are essential 


® Electrical appliance merchandising blew a fuse 
a year ago, when the principal manufacturers 
gave up their losing fight for price maintenance. 

Caught by the price-cutting spree that followed 
the collapse of Fair Trade, credit jewelers were 
confused. Appliance sales, for some of them, had 
represented as much as 30 per cent of total store 
volume. How much of this was lost? Would it 
all go? Could they find other merchandise to re- 
place the vanishing volume in appliances? 

Now, 12 months later, JC-K is in position to 
answer some of these questions that couldn’t be 
answered at this time in 1958. During the last 
few weeks, we asked representative stores from 
Coast to Coast (both single units and chains) to 
evaluate their appliance business in the light of 
the past year’s operation. 

In general, and except for some pronounced 
objections, this is how the credit jewelry industry 
sizes up the appliance business, in response to 
our questionnaire: 


IMPORTANCE OF APPLIANCES. The appliance de- 
partment is “essential,” and will continue to be 
“essential,” to the credit jewelry business. With 
few exceptions, the well-known installment jewel- 
ers are agreed on this point. “Advisable,” “‘neces- 
sary,” “imperative” and “profitable” were other 
adjectives they applied to their appliance busi- 
ness. 

Less enthusiastically, one executive said his 


stores “‘must carry at least some appliances”; an- 
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other called appliances “a necessary evil’ in to- 
day’s market. 

Principal reasons why these jewelers will con- 
tinue to carry appliances are to build traffic, to 
keep accounts open, and as a service which cus- 
tomers expect. 


SALES TRENDS. Jewelers’ appliance volume last 
year probably dropped 25 per cent below 1957, 
which was an average year in that department 
for most stores. This loss of gross income in a 
department which normally accounts for at least 
15 per cent of total dollar volume, may be inter- 
preted to mean a decline of 3 per cent or 4 per 
cent in total store volume. 

However, both sales and profits rose last year 
in a limited number of jewelry stores’ appliance 
departments. Even though the margin was less, 
increased turnover raised their net income from 
appliances. 


MARKUP. Some—but not all—credit jewelry 
executives still get a “regular” margin on appli- 
ances. One meets any competitor’s discount. An- 
other believes that consumers are not so con- 
scious of discounts as retailers are. 


LONG-RANGE OUTLOOK. There’s mixed feeling 
here. Some replies take this gloomy view: “Dis- 
counts on appliances are here to stay unless and 
until there exists a closer relationship between 
wholesale distributors and retail merchants. 
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Price cutting results from the wholesale distribu- 
tor’s practice of not getting the same price for 
the same goods from all retail outlets. This en- 
courages footballing by retailers to bring up their 
dollar volume.” 

But there’s a more hopeful outlook in this pre- 
diction, concurred in by representatives of a 
number of substantial operations: 

“The factories, in time, will work out a selling 
plan which will fix lower mark-ups, control 
wholesale distribution, and provide larger co- 
operative advertising funds. When that happens, 
consumers will get more for their money and 
retailers will be protected against destructive 
price-cutting advertising. The greater use of co- 
operative advertising funds, coupled with the 
establishment of lower retail prices, will discour- 
age discount selling. At the same time, it will en- 
courage appliance retailers and help them do a 
better selling job.” 


Many pro and con views, opinions, ideas and 
experiences came from jewelers who answered 
the JC-K questionnaire. The comments which fol- 
low have been condensed from their replies: 


Seymour Greenberg, Royal Diamond & Watch 
Co., Inc., Yonkers, N. Y.: We have to carry ap- 
pliances in our stores as an accommodation to 
our customers. We cannot always keep people 
on the books with jewelry, and selling appliances 
serves as a means of keeping accounts open. I do 
not look for a further drop in appliance sales in 
1959 as against the 1958 volume. I do not see 
the possibility of a big upswing and I do not 
believe there will be a precipitous drop. 


Jules Lindenbaum, King’s Jewelers, Santa 
Monica, Calif.: My crystal ball says it will be 
best for credit jewelers to revert to giftwares 
and to sell appliances only as an accommodation. 

(please turn to page 126) 
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Sales up; profits up. “Although our gross margin was no higher than in 
the previous year, profits were better by reason of faster turnover,” says 
Herman Wasserman, reviewing last year’s appliance sales at Lord’s of 
Louisville. “In our case, it is imperative to carry appliances.” 
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Should high school girls date college fellows? These Teen Age Club panelists kicked 
that high-interest subject around one recent Monday night, as part of the weekly 
hour-long radio show sponsored by Finkelstein Jewelers, Bethlehem, Pa. Left to 
right: Gary Schaffer of Allentown High; Joyce Unger of Bethlehem Catholic High; 
Sandra Lanoser of Fountain Hill High; Kerm Gregory, WAEB disc jockey who 
emcees the show; Betty Houser of Liberty High; Pat Guro of Hellertown High; 
and Tom Reis of Allentown Central Catholic High. 


A wooden nickel (left) is sent on request to show listeners. It identifies members 
of the Teen Age Club and also serves as a charge plate, with a limit of $10, at the 
two Finkelstein jewelry stores. 
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by Marion K. Stocker 


Teen-age club 


In just a few months’ time, 2000 high- 
schoolers have asked for “wooden nickels” 
that entitle them to jewelry-store credit 


@ IF YOU WORRY ABOUT THE INROADS of cut-rate 
stores, and if you need to attract new customers, 
you may find a solution in the experience of 
Bernard L. Cohen. 

Mr. Cohen, president of Finkelstein Jewelers’ 
two stores in Bethlehem, Pa., faced those same 
problems just six months ago. He knew that the 
future growth of his 45-year-old firm depended 
on finding a solution—and fast. 

Then he came to a decision: He must reach 
the teenagers, who, he was convinced, will soon 
be the biggest part of the buying market. 

After much thought and research, he decided 
to take a gamble: He would attempt to reach 
them on their own home ground by sponsoring 
a teenage radio-show—a discussion pane] by teen- 
agers, for teenagers, about teenagers. 

Today Mr. Cohen is as optimistic as he was 
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“Present your wooden nickel and use your very own 
charge,” Finkelstein’s tells new Club members at store. 


of the air 


fearful a few months ago. Since his first radio 
program last October, 150 new teenage credit 
customers have been added to his books; and the 
number grows each week. 

Finkelstein’s Christmas volume soared 30 per 
cent above that of December ’57, whereas, during 
the same period, overall business in Bethlehem 
(pop. 66,000) dropped 8 to 10 per cent below the 
previous year. February ’59 showed a “very fine 
percentage increase” over February ’58. 

“We saw more new faces in our stores during 
December than we’ve seen in years,” he reports 
jubilantly. ‘“‘Never have we handled so many 
teenage sales, both cash and charge. Our dia- 
mond sales dropped a bit during the holidays. 
But this new business much more than made up 
the difference. .. .” 

What’s more, Finkelstein’s has won a kind of 
good will that expensive advertising and give- 
away promotions could never buy. His Teen-Age 
Club of the Air not only has been accepted whole- 
heartedly by the kids themselves, but it is round- 
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TEEN-AGE CLUB OF THE AIR (continued) 


ly commended by parents, clergy, school and civic 
authorities. 

Mr. Cohen has agreed to let us explain details 
of his successful project, even though his show 
is copyrighted as Beth Productions. He will wel- 
come inquiries about its availability. “Naturally, 
you can’t have more than one show of this kind 
in an area,” he points out. (When the title was 
searched, it was found that Teen-Age Club of the 
Air is the only radio show in the country which 
is run for, by and about teenagers.) 


“Wooden Nickel” Membership Cards 


Before we describe the program and why it has 
met with such universal approval, you wi!! want 
to know what it is that lures teenage listeners 
into Finkelstein’s stores. 


The answer is ‘“‘Wooden Nickels.” You’ve heard 





In three months’ time, Finkelstein’s opened 150 new teen- 
age accounts, thanks to success of the radio show. 





the expression: “Don’t take any wooden nickels” ? 
Well, Finkelstein’s takes them. 

Here is the kind of patter from the show’s MC 
that keeps the mail pouring in: 

“. . . Let me give you a quick word on how 
you can become a member of the fastest growing 
club in these here parts. I’m talking about Finkel- 
stein’s Teen Age Club of the Air, of course... . 
It’s easy to join, guys and gals! Just send us 
your name and address to Teen Age Club of the 
Air, care of Station WAEB. We’ll shoot right 
back to you your Wooden Nickel—your member- 
ship card—and we’ll put you on the mailing list 
for our Teen Age Club of the Air newspaper. 
And it doesn’t cost any more than a postcard or 
a little old stamp. In fact, your Wooden Nickel 
becomes an open sesame to a $10 credit account 
at either of Finkelstein’s conveniently located 
jeweiry stores—58 West Broad Street, Bethle- 
hem, or.108 East Third Street, Bethlehem. And 
have thesé membership cards been rolling out! 
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But yes—2000 in the club already, and a new 
sack of mail every day... .” 

It’s a revolving $10 credit that the Wooden 
Nickel guarantees. If a youngster makes a pur- 
chase which totals $12.95, he needs to pay just 
$2.95 cash. If he pays $7.50 cash, he still has 
$5 credit with Finkelstein’s. But no teenager 
may run up more than $10 credit at any one 
time. 

“‘Maybe it’s too soon to judge,” says Mr. Cohen. 
“But, so far, we’ve had absolutely no trouble 
with collections.” 

It’s a real satisfaction to know that those 
Wooden Nickels are in the possession of more 
than 2,000 teenagers, most of them in their early 
teens. These are the youngsters who, in a few 
years, will be Bethlehem’s bridal market. 

But—back to the show. The secret of its suc- 
cess, says Mr. Cohen, is that “we let the kids do 
it themselves with a minimum of supervision. A 
teenage show must be spontaneous to go over.” 


Boy & Girl Panelists 


He had to learn that the hard way, though. 
His first program was anything but the relaxed 
lively hour that it is today. The original panel 
consisted of four girls—cheerleaders from each 
of Bethlehem’s four high schools, with Kerm 
Gregory, a popular young disc jockey from Radio 
Station WAEB, as MC. 

“T was nervous as a newlywed about that first 
show,” Mr. Cohen admits. “I wanted everything 
written down, to the last comma. The girls read 
their script—and they sounded about as spon- 
taneous as four robots.” 

Club memberships and Wooden Nickels were 
offered on the first program; and only 50 re- 
sponded. The following week, just 35 new mem- 
berships came in. “We thought the whole idea 
was a dud.” 

Then something encouraging happened. School 
authorities from nearby Allentown telephoned 
Mr. Cohen to ask whether the two high schools 
there could be represented on the panel; he read- 
ily agreed. They sent him two outstanding senior 
boys. 

“From that time on, the show began to click,” 
says Mr. Cohen. “Having boys on the panel 
added a great deal. Also, we learned to let the 
panelists outline the script with the help of Kerm 
and the radio station manager. Then their ideas 
are okayed by me... . It’s amazing how well 
those young people have learned to ad lib... .” 

The third week, 150 wrote in for Wooden 
Nickels; and the mail has been were ever 
since. 

At first, Mr. Cohen worried about the “ome of 


his show—8 to 9 each Monday evening. | “Te was 
é (please turn to pugs: 137) 
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by V. KATKOFF 


A SOVIET DIAMOND SCOUT IN THE "TAIGA" (SWAMPY NORTHERN MARSHLAND) 


RUSSIA'S DIAMOND STRIKE: HOW POTENT ? 








A look at what the Soviets are saying about 
their embyro diamond industry in Siberia 


The author is chairman of the Department 
of Economics at the University of Baltimore, 
was recently a member of the Department of 
Economics at American University, Washing- 
ton, D. C. This article is drawn from his 
study of recent Soviet publications, including 
Tayna Yakutskikh Almozov by M. S. Zryak- 
ovski and Kontrol ’nye Tsifry Razvitiya Nar- 
odnogo Khozaystva SSSR na 1959-1965 Gody 
by Premier Khrushchev. 
(Photographs from Sovfoto) 




















@ THE FIRST RUSSIAN DIAMOND was found in the 
Urals in 1829 and practically nothing was known 
about the presence of diamonds in other regions 
until the recent discovery of large deposits in 
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Yakutia, a Siberian republic edging the Arctic 
Circle. 

Infrequent Yakutian diamonds were washed 
out since 1946 but it was not until 1956 when 
diamond fields were mapped and commercial min- 
ing began. The center of Yakutian diamond 
mining is located in the region of the Vilyui 
River where at the end of 1956 several diamond 
fields were exploited. This sparsely populated 
region already has several frontier-type settle- 
ments. The most important village is called 
“Mirny” where the Diamond Trust “Yakutal- 
maz” is located. 

According to Soviet estimates of incomplete 
geological surveys, Yakutian diamond deposits 
amount to several hundred million carats. The 
Soviets claim that the “Mirny” mine alone is 
ten times richer in diamonds than the famous 
African Kimberley mine. It is claimed that cur- 
rently known deposits can satisfy Soviet demands 
for many years to come, and that the Soviets last 
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The muddy, unpainted city of Mirny, which is slowly becoming 
self-sufficient. At right is tent town in which pioneer miners 
lived. Only way in or out of diamond fields is by airplane. 


Total industry now employs several thousand. 
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RUSSIA’S DIAMOND STRIKE (continued) 


year had reached self-sufficiency in industrial 
diamonds. 

According to Russian sources, there is a direct 
relationship between steel fabrication and the 
need for industrial diamonds. They claim that 
every ten million metric tons of steel require one 
million carats of diamonds. In 1958 Soviet pro- 
duction of steel is estimated at about 53 million 
metric tons, which would require 5.3 million 
carats of industrial diamonds. By 1970, planned 
output of Soviet steel is set for 100 million metric 
tons and the demand for industrial diamonds at 
10 million carats. 

Industrial diamonds are said to account for 
from 80 to 95 per cent of the Russian output. 
But apparently the Soviets have accumulated 
enough gem diamonds from Yakutia to start cut- 
ting them for jewelry in a small plant at Sverd- 
lovsk. However, Russia is short of cutters and 
cutting equipment and efforts are being made to 
train operatives and to construct the tools. 

About 80 per cent of Yakutian diamonds are 
small. The main diamond laboratory at Nyurb 
has a collection of them ranging from 0.5 to 32.5 
carats. The largest found so far in Yakutia is 
54.14 carats and is named the “325 Years of 
Yakutia.” 

The diamond fields are located in practically 
uninhabited regions without highway or railroad 
access. Digging is possible only during the short 
summer period when the ground is thawed and 
water is available. There is a critical lack of 
mining equipment, parts, supplies, and consumer 
goods and services for the miners. Nevertheless, 
activities are expanding and additional manpow- 
er is being recruited from other parts of the 
Soviet Union. 

In 1957 the Vilyui diamond region as a whole 
employed several thousands of workers and su- 
pervisory personnel. The Mirny mine alone, which 
is the largest, had some 200 miners. About 70 
per cent of the workers are young and single 
but as housing conditions are improved, married 
men bring their families and thus permanent 
communities are being organized. The shortage 
of manpower is being overcome by higher wage 
rates and other incentives. In 1957 alone, 658 
persons responsible for discovery, management, 
and production of Yakutian diamonds received 
medals from the Supreme Soviet of the USSR. 

The main task of the Yakutian diamond indus- 
try is to satisfy the industrial demands of the 
Soviet Union. According to Russians, this assign- 
ment has been accomplished. Next stage may be 
to supply industrial diamonds to other communist 
countries. After this, perhaps, the Soviets would 
try to sell diamonds for foreign exchange. 
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Prospector and his family de- 
plane at Mirny (‘‘Peace’’) mine, 
which Russians claim is ten 
times richer than Africa’s fa- 
mous Kimberley. Family will 
have few luxuries, must weather 
fierce Siberian winter. Seventy 
per cent of miners are single. 


V. Katkoff of the University of 
Baltimore based this article upon 
a number of recent Russian- 
language reports, published in 
the USSR during the last 18 
months. 
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Bulidozers nose into Mir pipe, scoop up diamond-bearing kimberlite, which 
is trucked to dressing factory (upper left). Pipes have been found through- 
out a district two-thirds the size of Texas, measure from 50 to 560 yards 
in diameter. Colorful pipe names: Zarnitza (‘‘Summer Lightning’’), 
Udachnaya (‘‘Lucky Find’’), Malyutha (‘‘Baby’’). 


RUSSIA’S DIAMOND STRIKE (continued) 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1959 





Frontier tent town at Mirny was 
home to pioneer miners who 
started digging in the summer 
of 1955. Some 200 miners still 
live here, but permanent hous- 
ing is being built (background). 
Miners get high wages, have 
chance at Supreme Soviet medal. 


Engineers Ivan and Vasily check 
bore samples at Mirny. Surface 
yields two carats of diamonds 
per cubic yard, about the same 
as Kimberley’s yellow ground. 
Mining is seasonal, ground frozen 
most of year. 
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Designers and builders plan a new 
town, named Almazgrad (‘‘Diamond- 
City’’). This is at least the third 
diamond-digging community to be 
planted in the Siberian wilds since 
1954, when the girl geologist Larissa 
Popugayeva found the area’s first 
gems. 


RUSSIA’S DIAMOND STRIKE 


(concluded) 
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Yakutia’s diamonds are mainly industrial grade, 
say U. S. Bureau of Mines and other non-Rus- 
sian observers. Gem stones are rare, although 
enough have been found to start small-scale 


jewelry-making. Gem-cutters are scarce. Larg- 


est stone so far weighs 54.1 carats; most 
weigh less than 10 points. 
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Rough-hewn diamond-dressing factory separates 
diamonds from the ore concentrate. Russia used 
5.3 million carats of bort in 1958 for steel pro- 
cessing and strategic use; had to import 2 mil- 
lion of those, mainly from “‘illicit’’ sources. De- 
Beers will not sell to Soviets. U. S. used 7 
million carats of bort in 1958. 





Technicians regulate an ‘‘x-ray lu- 
minescent automaton’’ at dress- 
ing factory, which extracts dia- 
monds from concentrate. Most 
mining and sorting equipment is 
said to be outdated; supplies, 
parts critically scarce. See 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1959 








‘Telephone selling does pay off 


by David Gunderson 





The Zale Jewelry Co. proved the 
value of phone calls in a nation- 
wide campaign .. . stores that 
used the telephone had banner 
sales during June Diamond Show 











® SELLING OVER THE TELEPHONE is risky busi- 
ness? You’re likely to antagonize customers when 
you approach them blind, without warning? 

Not if you choose your prospects carefully— 
and have a sound reason for making the call. 
This has been proven by the Zale Jewelry Co. 

Zale stores—large and small, in states from 
Coast to Coast—conducted a telephone campaign 
along with their annual June Diamond Show last 
year. And Zale salesmen had the perfect reason 
for telephoning customers: a free service. During 
June only, the stores offered a complete diamond 
ring inspection for anyone, no matter where they 
had purchased their diamonds, at no charge or 
obligation. 

“Tell your customers, when you call them, that 
you, personally, wanted to be sure they knew 
about this offer,” salesmen were advised in a 
manual entitled Telephone Selling for the June 
Diamond Show. Inspection included: Free clean- 
ing, free polishing and free tightening of stones 
—plenty of ammunition for getting a conversa- 
tion started. If the customer seemed interested, 
it was simple to go into the low prices on new 
diamond watches and diamond heart pendants; 
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the special trade-in values on diamonds during 
June; the fascinating window displays on dia- 
mond mining and cutting in Zale’s windows 
which “‘you must come down and see... .” 

“Try to arrange a date with the customer so 
you, personally, can see to his or her ring in- 
spection,” said the booklet... . 


“Good Reception” from 90% 


At the end of the month, 53 stores turned 
in reports on completed telephone conversations 
with 7,600 customers; and the salesmen who 
made these calls reported “good reception” from 
almost 90 per cent of them. Eight out of every 
10 persons contacted showed interest in either 
the service or the merchandise. They appreciated 
being called. 

Understandably, the free ring inspection 
roused the most favorable response; 4,632 
sparked to this offer. Other suggestions, the 
salesmen reported, drew interest as follows: 
trade-ins, 212; new mountings, 149; new rings, 
261; new watches, 244; other diamond items, 59; 
non-diamond items, 805. 

Many of the telephone conversations led to 
actual purchases—some within a few days; 
others in several weeks or months. Here is the 
evidence that enough telephone calls led to sales 
during June to make a real difference: 

Zale gave quotas for the month to 85 stores, 
53 Of which agreed to include telephone selling 
along with their usual June newspaper, radio 
and TV promotion. Sixty-four per cent of these 
stores met their quotas; while only 47 per cent 
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IS RIGHE... 


We Also Have The Merchandise. 


From the finest gems to the 





lowest priced promotional 


diamonds. We are the largest 





diamond cutters in the world. 
We have in stock any size, 
any quantity, any quality dia- 
monds and ... the price is right. 
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“Free ring inspection” offer brings ’em in 


(continued from page 92) 


of stores which did not use the telephone reached 
their quotas. 

The final tally also showed that sales increased 
in direct proportion to the extent of telephone 
use. Stores which made 25 or more calls outsold 
those which made less than 25 calls. 

This telephone campaign of Zale’s was no last- 
minute, slap-dash project. It was planned care- 
fully with two purposes in mind: to increase 
June sales, of course; and to prove to Zale sales- 
men that the telephone can be an effective sell- 
ing medium the year around. 

To insure cooperation, the management offered 
incentives: 10¢ for each completed call, and 2 
per cent bonus on diamond and diamond watch 
sales during June, for each store which reached 
its quota. Half of the bonus went to the person 
making the sale; half was divided among other 
store employees. As a memo pointed out: “Every 
employee in a store can help encourage diamond 
and diamond watch sales.”’ 


Call Friends First 


Each store received a packet of Telephone 
Survey cards (see picture); and each diamond 
salesman received the manual of advice. 

“Personal friends, acquaintances and your own 
past customers are your best prospects,” the 
manual pointed out. “To this list, we suggest 
adding best prospects from the tremendous group 
of names in your store’s ‘paid-out’ account file. 


... Cull through the file, paying particular atten- 
tion to persons who purchased diamonds during 
a previous June... .” 

Then came general suggestions on how to con- 
duct telephone interviews: 

© Be natural in voice and speak clearly and 
distinctly. Always use your prospect’s name in 
conversation and don’t interrupt him when he 
talks. 

¢ Know your product, what to say about it 
and how to say it. Practice your approach be- 
fore using it. Introduce your subject quickly... . 

© Be guided by a prospect's tone of voice. If 
he obviously sounds busy, close your conversa- 
tion; but try to arrange for a more convenient 
time to call. 

® Don’t try to sell over the phone. Your ob- 
ject in calling is to extend a personal service 
and to be informative and helpful. Present your 
ideas in a warm friendly manner. 


When Customer Calls You 


In the booklet, also, was advice on answering 
the store phone when a customer calls in re- 
sponse to an ad: “In general, such a person is 
ready and willing to buy. Handle this inquiry 
with alert interest. Be courteous and enthusias- 
tic.” 

Other advice: Put your emphasis on what the 
prospect wants, not on what you’d like to sell 


him. Don’t ever argue or contradict. 
(please turn to page 124) 








How Zale kept tabs on 
telephone selling test. Dia- 


mond salesmen earned 10¢ 


TELEPHONE SURVEY INFORMATION DATE 
CUSTOMER CALLED 





PHONE # 








for each call to a paid-out 
account, and then filled 
out cards like this. Re- 
sult: More sales during 
the June Diamond Show 
and proof that telephone 
selling is worthwhile the 


year around. 


CUSTOMER'S PREVIOUS PURCHASE 





p.m. 


TIME OF CALL a.m. DID YOU CALL HOME 








OFFICE 





WAS CUSTOMER RECEPTION GOOD INDIFFERENT ANGRY 


WHAT WAS CUSTOMER INTERESTED IN? FREE RING INSPECTION 
TRADE IN NEW MOUNTING NEW RING NEW WATCH 





ANY OTHER DIAMOND MERCHANDISE NON DIAMOND ITEM 


SALESMAN MAKING CALL STORE # 








APPROVED BY MANAGER 





(PLEASE GIVE ANY COMMENTS ON REVERSE SIDE) 
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man from Imperial has a 


new 
new 


NEW 


Imperial 


Cultured Pearl Promotion 
More Exciting / More Sales Stimulating / More Profitable / 


Imperial is first again with a new, new, new power- 
packed sales promotion for every size jewelry store. It’s 
a new idea . . . power-packed to bring more traffic into your 
store than ever before. It’s a new appeal . . . power-packed 
to sell more Imperial Cultured Pearl Jewelry than ever 
before. It’s a new plan... power-packed to make more 
profit for you than ever before. 


Your Imperial salesman will be happy to explain it 
in detail and show you just how it can be tailored to your 


operation. 


Me ee ‘Watch for him ov better still. .. wrile today / 
IMPERIAL PEARL SYNDICATE, Inc. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


New York Chicago Detroit Los Angeles Tokyo 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theater Bidg. Shinjuka, Ke 
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(Advertisement) 


Famous brand name on brilliant signs helps to build quality “image” for Crosby store. 


This jeweler believes... 


Quality is the 


Keystone 


of Sales 


Crosby Jewelers make more sales 


by doing business on 


a brand-name, ‘‘quality’”’ basis 


@ At a time when retail jewelers are beset by 
intensified competition within the trade and by 
other retailers moving into jewelry lines, a 
strong sales strategy becomes vitally important. 

One jeweler who has proven the solidity of 
his sales platform is Maynard Love, manager 
of Crosby Jewelers’ Vineland, N.J. store. Mr. 
Love cites numerous benefits for the jeweler 
who features ‘‘quality’’ in all store advertising, 
display and selling. In a recent letter to A.H. 
Pond Company, the store manager points out 
how Crosby’s diamond department projects a 
feeling of quality and dependability: 

“If someone were to ask about the sales 
policy of Crosby Jewelers in today’s increas- 
ingly stiff competition, he would find the an- 
swer prominently displayed both inside and 
outside our store. 

‘Top quality merchandise is the keystone of 
our sales strategy in all seven stores in the 
Crosby chain. Quality adds conviction to our 
selling, for we know the customer is getting 
full value and will be satisfied. As a result, he 
will probably return to do more business with 
us. And, since quality lines are almost always 
top brand names, we get the benefit of national 
advertising and dealer sales aids. This is no 
small matter when one considers the cost of 
store promotion these days. 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1959 





(Advertisement) ° 


ee 


‘* As a case in point, our diamond department 
features Keepsake Diamond Rings. When I say 
‘features,” our store signs and windows bear 
me out. Keepsake displays hold center stage in 
our front window omnis the long 115-foot side 
window. We also take advantage of Keepsake 
newspaper mats, radio spots and direct mail 
material, and we are presently investigating 
use Of Keepsake theater commercials. To pro- 
duce such materials on our own would con- 
sume valuable time and money better devoted 
to selling. 

‘The fact that our Keepsake promotion ties 
in directly with national magazine advertising 
by Keepsake gives us a three-fold benefit. The 
name Keepsake gives our store important pres- 
tige. We get to meet more diamond ring cus- 
tomers, and we find selling is more successful 
because these customers have confidence in the 
name Keepsake.’ 











Two consistent best-sellers in the top-quality Pe 
Keepsake Diamond Ring line prominently bs 


featured by Crosby Jewelers. , , : 
Bright, attractive interior of Crosby Jewelers in Vineland, N. J., 
reflects “quality” sales policy set by Manager Maynard Love 
(left). Assistant Manager Edwin Giovinazzi at right. 


“YELLOW PAGES”? ADVERTISING—on a co- 
operative basis, to identify authorized Keepsake 
Jewelers in the ‘‘where-to-buy-it’’ section of 
local telephone books . . . tied in directly with 
the yellow-page reference in all Keepsake mag- 
azine ads. 


ee ee ee: eee PERFECT QUALITY—the big ‘exclusive’ sales 
Wedding Ring 225.00 Wedding Ring 175.00 point for every Keepsake Jeweler . . . a perfect 
center engagement diamond, guaranteed and 
Some of the advantages of the Keepsake pro- permanently registered for the customer's pro- 
gram that have contributed to establishing a tection by the famous Keepsake Certificate. 


profitable sales strategy for Crosby Jewelers ss * 
and for countless other authorized Keepsake NEW, EXCLUSIVE “TEEN-AGE FPROGRAM— 
an advertising and merchandising program 


Jewelers are: ~ 
NATIONAL ADVERTISING—a powerful, pre- geared specifically to attract more of the great 
and growing American teen-age market to the 


sclling campaign consisting of all full pages— stores of Keepsake Jewelers . . . for hope-chest, 


many in color—in 16 leading national maga- messes mans en ER Beng: oP oo 
zines appealing mainly to your best customers es ye ree 


for diamond rings—teen-agers. 


DEALER SALES AIDS—an outstanding pro- If you are interested in increasing sales 
gram including newspaper ad mats, beautiful volume for more profits with the help of 
motion displays, point-of-sale materials, neon a dynamic, sales-building program, write 
sign, theater commercials, radio and TV spots, today to: 

consumer literature—and a new, exclusive A. H. POND CO., INC. 
‘*teen-age’’ promotion that has already proven Syracuse 2, N.Y. 

a terrific traffic builder. 
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A JC-K aid to 


selling fine JEWELRY 


by 
JACK 
HARRITON 


These handsome 
bracelets serve 
two purposes... 
Press a button, 
and you'll find 

a tiny watch 
beneath the 


gem cluster. 


~ * 
en 


Cf. « «<sctiie. sh. 
1 ~ ira: oor ~ 


no? 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 

and business—JC-K presents each month, these plates. 
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which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and 
the type of design which will appeal to the customer. 
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by CHESTERFIELD 


4 CHESTERFIELD JEWELERS, INC. 
33 West 46th’ Street, New York 36. N. Y. 
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Treasured beyond all other gifts 


Precious when given, growing through the years more 


precious, a diamond gift renews your good occasion, gives 
it enduring life....For her, for you, it lights the years 
you ve shared for years to come. “A diamond is forever.” 


This year, let a diamond make memorable that special anniversary, or 
important birthday, a debut, the birth of a child, or any significant event. 


VY carat, $150 to $545 
1 carat, $540 to $2000 
2 carats, $1150 to $3800 
3 carats, $2225 to $8180 


Color, cutting and clarity, as well as 

carat weight, contribute to a diamond's 
value. A trusted jeweler is your best adviser 
Prices shown cover range of quotations in 
January, 1959, by representative jewelers. 
Prices vary widely according to 

qualities offered. (Federal tax extra.) 


De Beers Consolidated Mines, Ltd. 





for more diamond sales 


DIAMOND 
ort 
SUWUINtLle Ft 


Use this selling booklet—promote your 
diamond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 

to customers and prospects. 


This handsome, interesting new 24-page 
booklet, “You Can Give a Diamond,” promotes 
the idea of giving diamond gifts for 
important family occasions. It emphasizes 
the enduring emotional significance and the 
enduring value of diamond gifts, and it 


gives ideas and information on choosing them. 


Use this persuasive sales piece to promote 
your diamonds for gift sales. Have stacks on 
your counters to give away. Enclose it 

with your bills. Plan special mailings to 
new prospects—business executives, 
professional people, both men and 


women—in your city. 


Cost for the booklet is $7 per hundred. 
For your imprint, add $3.50 for first hundred 
and $1.25 for each additional hundred. 
fF \ DIAMOND Order from Diamond Promotion Dept., 
okie The Reuben H. Donnelley Corp., 
230 East Sandford Blvd., Mount Vernon, N. Y. 


you CAN GIV 


Please enclose check or money order. 


Advertising promoting the Engagement Diamond 
Tradition is working for you in Look, The Satur- 
Diamond Gift advertising (shown opposite) is promoting day Evening Post, Reader’s Digest —tie in—keep 
gift sales for your diamonds in Time, Newsweek, diamond sales coming your way. 
The New Yorker, Town and Country, National Geographic 


De Beers Consolidated Mines, Ltd. 
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by Gladys Babson Hannaford 


diamond 
price 
cutting 








“Deals and distrust go hand in hand. The 
consumer has little respect for industries 
that promote their wares in this manner.” 








@® EVERY JEWELER will agree, I am sure, that too 
many people shopping for diamonds as well as 
other products are looking for ‘‘a deal.” Some 
jewelers have told me that, when they quote the 
price of a diamond ring, they get such questions 
as, “Is this your best price?” “How much off?” 
“Do you give a discount?” The ethical merchant 
with a reasonable markup on his merchandise 
naturally feels resentful. 

Don’t blame the consumer. He has been condi- 
tioned to expect this by his purchase in many 
lines. Wall paper samples are frequently priced 
so that the dealer can give 40 per cent off. You 
can get 25 to 40 per cent off the catalog prices in 
a plumbing supply house just for the asking. As 
for the automobile—how many people have 
known the true list price of the average car, with 
or without extras, or even what is standard 
equipment ? 

A jeweler friend of mine went in to buy a car. 
He saw one he wanted and was given the price 
and the trade-in value of his old car. Then he 
waited for the salesman to give him an approxi- 
mate delivery date. The salesman misunderstood 
the pause; apparently silence was mistaken for 
indecision. He asked, “Well, just what was the 
amount you had in mind?” The startled jeweler 
did not reply as he had been ready to take out 
his checkbook. The salesman excused himself and 
disappeared. When he returned, he took $100 off 
the price quoted earlier and said it was the best 
he could do. 

In telling me the story, the jeweler said, “I had 
the feeling that if I had held out a bit longer I 
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could have saved another hundred. It left a bad 
taste. I wished afterward that I hadn’t bought 
there and I certainly would not go back.”’ 

Yes, some customers will seek deals, but deals 
and distrust go hand in hand. The consumer has 
little respect for industries that have promoted 
their wares in this manner. 

If you have a customer who asks, “How much 
off?’”’, don’t be impatient with him. Explain to 
him that you cannot sell at or below cost and stay 
in business. Tell him that any retailer who gives 
a substantial discount must have a fictitious price 
to start with and that, in your opinion, to mark 
up so that you can mark down is insulting the 
intelligence of the customer. Remind him that 
you put a reasonable price on your merchandise 
and try to give the best value possible. In most 
cases, he will respect you for taking this stand. 

At one time, the jeweler in most cities was 
given the same measure of respect that the bank- 
er enjoys. No one needs to tell you that, today, 
a large segment of the public views the jeweler 
with distrust. Deals, price-cutting, half-price 
sales, exaggerated claims, misleading advertising, 
and gimmicks have undermined the entire trade. 
While some sales have been made by these prac- 
tices, no one can estimate the great numbers of 
people who can afford diamonds and want them 
but are afraid to buy. 

Price your merchandise fairly and stick to your 
guns. Explain your policy to the customer in 
terms he can understand. Let’s get back some 
of the integrity our business enjoyed for so long. 
Confidence sells diamonds. an 8 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1959 














Originally established 1866 


Kahn« Jacobson, nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
Telephone: ClIrcle 56-4313 


and 
; 82/84 Holborn Viaduct, London 
Jacobson Bros. Diamond Corp. Cable Address: “‘Redlace’” New York 











Sales assured with...new! 


REELECTION 


a modern traditional pattern in 1847 Rogers Bros. . . . 
designed for today's world of lovely living. 


FIVE WAY 
MERCHANDISING 
PLAN OFFERS 
YOU MAXIMUM 
SALES AT 
EXCEPTIONAL 
LOW COST 
INVESTMENT 

. . . Ask for 


Details 
HALF SET—2é6-pc. service 
for 4 $39.88 gift boxed 52-pc. SERVICE 


for 8 in gift box, $79.75; 
in Drawer Chest, $89.75 


1847 ROGERS BROS. americas rinest siverpiate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


2 TRAFFIC BUILDING SPECIALS 
AND MATCHING HOLLOWARE S$ = K 7 L C O M p A N Y j Ni C . 
15 W. 47TH ST. NEW YORK 36, N. Y. 
PLaza 7-682! 
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Golconda, centuries ago, was center of India’s diamond market. (From an ancient steel engraving.) 


DIAMON D the Birthstone for April 


by Dr. Frederick H. Pough, Gemological Consultant to JC-K 


It brings the possessor “courage, strength and vic- 
g 


tory,” according to happy tradition 


@ Diamond is a comparative newcomer to the 
list of birthstones. It was not known at all to 
very ancient peoples. Its hardness long made it 
impossible to cut and prevented its other virtues 
from being appreciated. 

Diamond first appears with the birthstones in 
the revised High Priest’s Breastplate of the early 
18th Century Poles, taking the place of adamas, 
which, apparently, referred to sapphire. The 
Biblical adamas probably was also sapphire. 

3y the time it showed up on birthstone lists, 
diamond’s unique combination of qualities—hard- 
ness, brilliance, and fire—was well known. Only 
its hardness had been impressive earlier and its 
source was invested with mystery. Since it could 
not be worked, but was often found with brilliant 
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faces, the Hindus (first to possess diamonds in 
any quantity) cleaved out flat flakes that were 
then mounted in jewelry, often backed with a bit 
of colored foil. 

It was not till many years later that it occurred 
to anyone that diamonds might be successfully 
assaulted by other diamonds. Only then, for the 
first time, did the beauty of the stone begin to 
appear. 

The earliest cutting attempts consisted merely 
of polishing flat faces on the surfaces of a stone 
whose back was a flat cleavage plane. This, per- 
haps, was the start of rose cutting, though the 
earliest “polished” stones lack symmetry. Some 
of the historic Indian gems are irregular in 
shape, but have polished faces; and some are en- 
graved. Obviously diamonds were worked in 
India long before Louis de Berquem “invented”’ 
diamond cutting. 

The ancient name adamas came from Greek 

(please turn to page 133) 
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BAUMGOLD BROS., INC 


New York 


by James Acker 


TRY 
Do-it-yourself 
RESEARCH | 


@ A technician in a white coat mixes a red sub- 
stance with a white liquid in a test tube and 
thoughtfully watches the reaction. That’s re- 
search. 

A statistician deftly feeds punch cards into 
a giant calculator and carefully records the tabu- 
lation on a large graph. More research. 

A customer comes into your store and you ask 
her if she saw your ad in yesterday’s newspaper. 
That’s research, too! 

You don’t need a battery of test tubes, a room- 
ful of IBM machines or an army of doorbell ring- 
ers to carry out a research program. All you 
need is the desire to know the facts that are the 
foundation of your business: The who, what, 
when and why of your customers: 

® Who are your customers? (What are their 
background, their income status, their customs, 
their likes and dislikes?) 

® What do your customers buy? 
sell or don’t sell and why?) 

* When do most of your customers buy? 
(What time of the day, week or month do most 
of them come into your store?) 

* Why do they come into your store? (Why 
don’t they go to your competitor’s? What can you 
do to get more into your store?) 

There you have your direction. That’s all you 
need to start your research program! Because 
research—in the laboratory, in the field, in your 
own store—is nothing more than the desire for 
knowledge directed to a specific and definite line 
of inquiry. 

Once you’ve established your aims you must 
establish your methods of execution. In other 
words, you must ask yourself: “How?” Here are 
some suggestions: 


(What items 


Who are your customers? 

Give each customer a card. On it, inquire 
about the customer’s education, profession, in- 
come status, religion and hobbies. Request her 
to take it home, fill it out and mail it in (it’s a 
good idea to provide a stamped, self-addressed 
envelope). Emphasize that she need not sign her 
name and explain that it’s part of a research pro- 
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gram that will enable you to stock the type of 
merchandise she wants and plan your store policy 
to suit her. And that’s exactly what you'll be 
able to do when you know your customers. An- 
other method: Mail out questionnaires. Again, 


if you don’t ask for names you'll get more replies; 
but you might work a deal with the local theater 
and give out a couple of movie tickets for each 
reply (in which case, of course, names and ad- 
dresses would be required). 


What do your customers buy? 

A careful analysis of your sales and inventory 
records will tell you this. Check back a few years. 
What seasonal items were especially popular? 
What items didn’t sell too well? What were your 
most profitable lines? Notice any trends? A 
good idea, also, is to keep a “Want” book in which 
you can list every item customers asked for and 
you didn’t have. (You can, by the way, make 
your “Want” book serve a double purpose by 
having a special section for “temporarily out of 
stock” items.) , 


When do your customers buy? 


Have your wife (or you can hire a retired 
aldster) sit in the store and keep a traffic count. 
By finding out what time during the day, what 
day during the week and what week during the 
month you do most of your business you can plan 
vour displays and advertising accordingly. In- 
versely, you can use your traffic count to judge 
the effectiveness of your advertising. 


Why do customers buy? 


Only the customer knows why she came to your 
store instead of the one down the street and only 
she knows what factors sold her on a particular 
item or a particular brand. The only way for 
you to find out is to ask her. You can do this 
directly at the time of the sale. Ask, also, if you 
can do anything to improve your service. Check 
to see if your displays are effective (“Did you 
notice the Blank watch display in our window”’). 
You’ll be surprised at the information you can get 
from customers; information they won’t volun- 
teer but will be very glad to tell when asked. 

The important thing about any type of research 
is that it be recorded. Don’t rely on your mem- 
ory. Research results can be used any time; 
either by themselves or as a basis for comparison. 
Aliso, to be most effective, research should be con- 
tinuous. Keep track of the trends, the ups and 
downs. It’s the only way to be progressive. 
Large corporations pay research firms millions 
of dollars for market analyses. You can do it 
yourself ! aan 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes . . . 
Loose or in Platinum 
Diamond Mountings 

of Exclusive Design... 


: oe 
D til SUMOASOV, JOH: 


Enemerly Robinson & Sverdlih 
O10 FEETEHLE AVENUR, Rockefeller Center 


) ‘ Pt). To 

















ACTUAL SIZE 


32nd Degree 


SCOTTISH RITE 
CONSISTORY RINGS 


Heavy, handsome, authenti- 
cally designed rings in |4K 
yellow gold with hand chased 
white gold eagles. The rings 
illustrated are only a small 
part of our large selection. 





, ae BS ery & CO. Fine Entlemaltic J cuclry 


ME™MBER AMERICAN socierTtTy SB ROSE STREET, NEWARK 8B, N. J. 
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A theme and careful planning—that’s what you need most to build win- 
dows that sell, says John G. Monteabaro, display manager for Bromberg’s 
of Birmingham, Ala. Above, he starts a mock-up of a window on a same- 
size table in his workshop ... Mr. Monteabaro is responsible for 15 win- 
dows; jewelers with smaller stores could follow the Monteabaro system 
by devoting a couple of days a month to this vital phase of store pro- 
motion. Below, you see Mr. Monteabaro with one of his small “picture” 


windows which inexpensively states the elegance of sterling. 























THESE WINDOWS 


cost no more 
than$15 each 


Bromberg’s display 
designer tells how to get 
dramatic effects at 
surprisingly little 


expense 


® MAYBE YOU THINK that strik- 
ingly handsome display win- 
dows are only for a few jewel- 
ers—ones with lots of money to 
spend for promotion. 

Well, that idea just won't 
hold water, judging from the 
windows you see pictured here. 

Their average cost is $15 com- 
plete. That’s pro-rating the ex- 
pense for such basic props as 
draperies and floor covering 
which are used again and again. 

What you need more than 
money is a central theme and 


(text continued on page 112) 
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Simple elegance: “Punch Set Parade” is framed by pink draperies, has white back panel, white 
cloth ($1.19 a yard) on platform. These “props” are from reusable stock, along with light 
blue panel on which message card is stapled. Only cash expense: Card, about $1.50; symbolic grapes 
stapled to background—from Adler & Jones, Chicago—$6. 











Travel Poster sets mood: TWA poster of Rome (from local travel agency) helps stage Fontana 
display. Towle supplied reusable mats for silver. Pink draperies and floor contrast excitingly with 
aqua background. Flowers are pink and white; leaves, light blue. 
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Same props, two themes: Same pink draperies and washable pink plastic floor are used in the hand- 


some window above and window at top of opposite page. Also, same picture frame and placard 


panel. But one red rose, stapled to white panel, identifies the “Rose Point” theme, above. 


Manikin adds interest—to Florentine Lace window, below. Mr. Monteabaro borrowed it from a local 
dress shop; in return, loaned dress shop manager some sterling to accessorize his window. Simple 
setting includes maroon curtains, beige floor. Pillar is decorator’s pole; fan, reused display piece 


from Reed and Barton. Leaves are patent leather shaded with silver. 

















and a violin, borrowed from a local music house, sets theme of “Stradivari” window, above. 


Frame is now covered with dark green satin, puffed and stapled into place. Out-of-sight easel holds 


frame upright. Sterling is displayed on regular placeset display mats. 
pia) iS : 


My Love theme, below, introducing new Wallace pattern, highlights paper bride from local gift 
. = 


shop. Black music cut-out (from former Gorham Rondo display) stands out against pink curtains, 


white back panel and pink plastic floor. “Sterling is for now card, reusable, cost $1.50 from 


local printer. Spray of yellow bells and pink rose (left) were $5.25 each. 











BROMBERG’S WINDOW DISPLAY 


(text continued from page 108) 


restraint in carrying it out, 
says John G. Monteabaro, dis- 
play manager for Bromberg’s of 
Birmingham, Ala., who created 
these sterling silver displays. 
Sterling is beautiful in itself. 
It needs only a simple setting. 

The secrets of theme-finding 
and display-building which Mr. 


| ' ft >. 


Sterling ard china go-togethers: Pleasing symmetry, 


Monteabaro reveals will par- 
ticularly interest those of you 
who carry sterling; but many of 
his tips can be used by any 


jeweler who seeks to build eye- 


catching windows that sell. 
Here are the rules which Mr. 
Monteabaro follows in shaping 
his displays. (You can see how 
they apply to his sterling win- 
dows on these pages; and you 


might want to test your own 
windows by his standards.) 
Plan a central theme. Only 
then will your windows have im- 
pact. (Name of a new sterling 
pattern often suggests’ the 
theme.) 
Start planning at least a 
month in advance. A week 
ahead, Mr. Monteabaro irons 
out the “bugs” by doing a mock- 





and light tan figured drapery cloth on center panel. Pic- 


which suggests gracious, uncluttered living, helps sell 
both china and sterling. “Buffet” is shop-built box, cov- 
ered with dark green satin to match side panels of back- 
ground—very handsome against maroon satin curtains 
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ture frames came from International originally; were re- 
painted light tan for this window. Tan grass mats, on 
which plates rest, are nailed to background; so are 
frames. A single plate holder secures each piece of china. 
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up on a to-size workshop table. 
(Most of the windows pictured 
are 6 ft x 4 ft x 42 in. high.) 

Make good use of manufac- 
turers’ material — and tie in 
with their national advertising 
campaigns. 

Buy durable fabrics for back- 
ground draperies ($1 to $6 a 


vard) and washable plastic (by 


the roll) floor covering; then 








use them repeatedly. (Brom- 
berg’s buys two sets of drap- 
eries a year.) 

Put brief messages on signs 
and placards so passersby can 
read them at a glance. Made by 
a local lettering service, cards 
cost $1.50 to $5 per window. 

Keep windows simple, neat. 
Mr. Monteabaro rarely uses 
more than three colors in one 


Borrowed from manufacturer: One of Bromberg’s early 
sterling windows featured blow-up of table setting photo- 


= 


graph and silversmith figure borrowed from International. 


Display blocks were made in store’s workshop and covered 
with black velvet. Handsome sterling gains prominence 


against wood-panelled background. 
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display, to avoid a “jumbled” 
effect. 

Borrow “props” from fellow 
merchants when you need them. 
Often, you can _ reciprocate— 
with mutual benefit. 

Add a handsome artificial 
flower when appropriate. (Mr. 
Monteabaro gets his flowers 


from Adler-Jones, Chicago, at 
about $5 each.) 











TODAY’S ACTIVE PATTERNS IN 
QUALITY SILVERPLATE are pic- 
tured and discussed on pages 115-117 
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DOM FASHION ORIGINALS wv faswazk (a) 


NEW America’s Most Complete Selection of Scarab Jewelry 


FASHION % Superb designs, master-crafted with imported European Scarabs, 
IO 4 priced for mass market selling! Promotion material available. 


C er 
Pendant 


No. 280 $48.00 Doz. Key 
Fetching fashion with 
15” chain. Gift box. 1/20 
12K Gold-filled. 12 in 
counter display. 


| | No. 2/30 Button Earrings $15.00 Key 
; TIE No, 2/38 Drop Style 16.00 Key No. 264 Circle Pin. .$11.00 Key 


TAC 


Lovely cluster design 1/20 12K Gold-filled. Colorful charmer. 1/20 12K G.F. 


No. 298 $48.00 Dozen Key 
Smart chain and bar style, 1/20 


12K Gold-filled. One dozen on Order No. 283 “MINEA” Watch Attachment, 1/20 10K White or Yellow G.F.. . $9.00 Key 
plush display pad. 


No. 281 7 Stones, 642” $10.50 Key No. 281X 8 Stones, 7'’2” $11.50 Key 
“Muti” Bracelet for ladies or little girls. 1/20 12K Yellow or White Gold-filled. 


714 SANSOM ST., PHILADELPHIA 6, PA. e WAlnut 2-2163 e WRITE FOR CATALOG! 





Sales assured with... new! 


REELECTION 


a modern traditional pattern in 1847 Rogers Bros. 
designed for today's world of lovely living. 


FIVE WAY 
MERCHANDISING 
PLAN OFFERS 
YOU MAXIMUM 
SALES AT 
EXCEPTIONAL 
LOW COST 
INVESTMENT... 


ASK FOR 
DETAILS. 


HALF SET 26-pc. ser- 52-pc. SERVICE for 8. 
vice for 4. $39.88 gift In gift box, $79.75; in 
boxed. Drawer Chest, $89.75. 


1847 ROGERS BROS. americas rinest siiverpiate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


2 Traffic Building Specials $A, JOSEPH BALTIN & CO. Inc. 


and Matching Holloware 722 Sansom St. Philadelphia 6, Pa. 
WaAlnut 2-4678-9 
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ACTIVE PATTERNS 


IN SILVERPLATED 


FLATWARE 1959 


LL OF THE PATTERNS in quality silverplated 


flatware now being made by American 
manufacturers are pictured. on the following 
pages, as a service to JC-K readers. 

With this attractive parade of active patterns, 
your salespeople can interest customers in the 
handsome variety of today’s silverplated designs. 
For ready reference, the 34 patterns are grouped 
according to manufacturer and brand name. 
(Promotional, premium, private, hotel and res- 
taurant patterns are not included.) 


Erstwhile “Modern” angularities have van- 


ished since JC-K published its last comparable 
catalog of silverplated flatware in 1955. In grace- 
ful contrast, the 15 new patterns which have been 
introduced during the last four years have flow- 
ing lines; and leaf-and-floral motifs, when used, 
are delicately traced. 

There are now nine lines of quality plated flat- 
ware, and most of these lines have from one to 
three recent patterns. One producer, the Nation- 
al Silver Co., which formerly had 11 patterns in 
silverplate, no longer manufactures this type of 


flatware. 


ANOTHER JEWELERS’ CIRCULAR-KEYSTONE MERCHANDISING AID 
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ACTIVE SILVERPLATED 
PATTERNS (1959) 


INVITATION 


NEW ELEGANCE 


REFLECTION 


SPRINGTIME 


HERITAGE 


DAFFODIL 


REMEMBRANCE 


SEA SPRAY 





SPRING FLOWER 


VICTORIAN ROSE 


WOOD SONG 


RHYTHMIC 


SILVER FASHION 


ROMANCE 


DANISH PRINCESS 








CELEBRATION 


EXQUISITE 


DAYBREAK 


DRESDEN ROSE 


FESTIVITY 


SILVER BLOSSOM 


SILVER FLOWER 


BALLAD 


SOUTH SEAS 


WHITE ORCHID 


ENCHANTMENT 


PROPOSAL 


LILAC TIME 


FLIRTATION 


BRIDAL WREATH 


TOGETHER 

















Directory of Trade Associations 


NATIONAL 


a Sa Association, Ine—Herbert J. Pollack, Crown Silver Co., 48 


lker St., N York, N. Y¥.: Pineus Weinstein, Prill Silver Co., 53 W. 

56th St., New York, 4 

American Gem Society——Lester Moon, Moon Jewelry Co., 105 E. College, Talla- 
hassee, Fla.: Alfred L. Woodill, Exec. Dir., 3142 Wilshire Bivd., Los 
Angeles 5, Cal. 

American Stone importers Association, Inc.—Robert G. Wider, Dreher Bros. & 
Aaa 48 W. 48th St, New York 36, N. Y.; Lieyd V. Lassner, 10 W. 47th 
St., New York 36, z. 

American Watch Association, inc.—Jean R. Graef, 610 Fifth Ave., New York 20, 

iliiam H. Fox, Exec. Secy., 39 Broadway, New York 6, N. Y. 

American waten Manufacturers Association—Arthur Sinkler, Hamilton Watch 

Co., Lancaster, Pa.; LeRoy A. Mote, c/o Elgin National Watch Co., Elgin, 


i. 
Associate Jewelers, itnec.——Ben Ross, 21-30-44 Drive, Long Island City, N. Y.; 
Tobias N. Berger, 11 EB. 44th St., New York 17, N. Y. 
Canadian Jewelers Association—Joseph L Skinner, 85 Richmond S8St., W., Toronto, 
Ontario; Raymond P. Brown, 85 Richmond 8St., W., Toronto, Ontario. 
Clock Assemblers & Importers Association, Inc. —Samuel J. Kaufman, Semca Clock 
Co., 30 Irving Place, New Be Lo Y.; Joseph Fium, Secy.-Treas., Filorn 
Co., 1261 Broadway, New 2 
Clock & Wateh Manufacturers comaialioe of wir inc.—C. E. Somers, Jr., 
oa” wee ee Washington 6, D. C.; Philip 8. Horwith, 4521 
Mariota Ave., N. Hollywood, Cal. 
Comune fon Board of Trade of New York—-Harold BPister, 841 he Ave., Brook- 
N. Y.: Sid Greenberg, 303 Fifth Ave., New York 16 . - 
Cultores, ‘Pearl Association of America, Inc.— Joseph D’ Elia, B. ae Elia & Son, 
+ pl Fifth Ave., New York 22, N. Y¥.; Seymour Mendelsohn, 1196-6th Ave., 
York 86. N. Y. 
Stemeae ‘Council of America—Mort Abelson, Abelson’s, Inc.. 857 Broad St., New- 
ark 2, N. J.; William Wagner, Exec. Secy., 545 Fifth Ave., New York 17, 


a, 
Diamond Dealers Club, Inc.——-Max Jellinek, 30 W. 47th St., New York 36, N. Y.; 
Isidore Friedman, 15 W. 47th St., New Yor a 
ovamene Manufacturers & importers Association of “America, Ine.—Jean H. Van 
gag, 551 Sth Ave.. New York, N. Y.; Ethel M. Friedman, Exec. Secy., 
+4 Madison Ave., New York 17, N. Y. 
Eastern Manufacturers & Importers Exhibit, tnc.—S. S. Sarna, 220 Fifth Ave., 
cael ha < N. Y¥.; William E. Little, Mng. Dir., 220 Fifth Ave., New 
w 
Educational Jewelry Manufacturers’ Association—R. L. Gebrt, Herff-Jones Co., 
14 Capitol Ave., Indianapolis 7, Ind.; Walter J. ow: Exec. Secy., 
Lipper, Shinn & Keeley, 41 EB. 42nd St., New York 17, ! 
Fountain P Mechanical Pencil Manufacturers Association, |S —Charles K, 
Lovejoy, Scripto, Inc., 423 Houston St., N.E., Atlanta, Ga.; Frank L. King, 
Exec. >, 1426 G. St... N.W Washington a oe 
Comelogions institute of America—Richard T. Liddicoat, Jr., Dir., 11940 San Vicente 
Los Angeles 49, Cal.; ened J. Smith, Exec. Secy., 11940 San 
Vicente Bivd., Los Angeles 49 
Gold Filled Manufacturers Aasoskedien- ‘Kdson W. a ige Improved Seamless Wire 
Co., T75 Eddy St., Providence, R. I.; L.. antor, 213 Bates Bidg., 
Attleboro, Mass 
Horological institute of America—Raymond F. Soucie, 267 S. Grove St., Elgin, 
Iil.; Harold K. Calvert, Indianapolis, In 
industrial Diamond Association of America, Inc. —Morris Winston, Diamond Dril) 
Carbon Co., 244 Madison Ave., New York 16, N. Y.; Margaret McGinnis, 
587A Turnpike, Pompton Plains, N 
Jewelers Board of Trade—William FE. Smith, Irons & Russell Co., Inc., 95 Chest- 
nut St., Providence 3, R. I.; Vincent F. Chapman, Jewelers Board of Trade, 
413 Turks Head Bidg.. Providence 3, R. 

Jewelers Security Alliance— Walter Eitelbach, 608 Fifth Ave. aed York 20, N. Y.; 
Richard C. Murphy, Exec. Secy., 535 Fifth Ave.. New Yo . i BS A 
eee | Vigitanee Committee Gustav H. Niemeyer, Chmn.. = Fulton St., New 

> ane Y.; . Irving Grinberg, Exec. V. Chmn., 15 W. 44th St., New 

York 36, N. 

Jewelry Crafts Association, tne.—Arthur M. Buxbaum, B. F. Hirsch Inc., 100 

pvenne of the Americas, New York, N. Y.: Isadore Gratz, Treas., Louis 
sratz & Son, 345 Hudson St., New York, N. 

aa. industry Council—Albert E. Haase, 608 Fifth Ave., New York 20, N. , &- 

fa panes E. Smith, Irons & Russell Co., 95 Chestnut St., Providence 3, 


pendtelr Industry Tax Committee—William M. Wright, 8575 Georgia Ave., oaeet 
Spring, Md.; Bernard N. Burnstine, Exec. V. Chmn., 900 F. St., N.W., 
_ Washington 4, Dd. Cc 

Machine Chain Manufacturers Association—Fred Kilguss, 34 preston St., Provi- 

e I.; George J. Souza, 211 Pierce Ave., Warwick. R. 

menutasturinn Jewelers Sales Association—Joseph Lavan, Room 103, tases Bilt- 
more Hotel, Providence, R. 1.; Frank Brown, Bazar Mfg. Co., 50 Chestnut 
St., Providence, R. I. 

Manufacturing Jewelers & Silversmiths of America, Inc.—Isadore Paisner, Brier 
Mfg. Co., 222 Richmond St., Providence, R. 1.: William E. Smith, 95 
Chestnut St.. Providence 3, T. 

Metal Findings Manufacturers Association—John Carroll, Lorac Co., Ine., 97 
Johnson St., Providence 5, R. I.; Ben Cate, Jr., Samuel Moore & Co., Inc., 
301 Friendship St. LR 8, 

Naticnal Association of Costume Jewelers—Alfred Herz, Alfred Herz Co., a 5th 
Ave., New bs ag 16, N. Y.; Fred Singer, Gloria Jewelry Co., 39 . 82nd 
: New York 

National Association of Horological Schools—Arthur T. Johnson, Philadelphia, Pa.; 

rville R. Hagans, Exec. Secy., 1901 E. Colfax St. Denver, Colo 

National” Association of Watch & Clock Collectors—W alter Roberts, 147-19 Roose- 
ag Ave,, Flushing 54, N. Y.; Earl T. Strickler, 335 N. 3rd Ave., Columbia. 


National Gift & Art Association—Leon Arditti, Ardalt Imports, Inc.. 95 Madison 
~ ee New York 16, N. Y.; William FE. Little, 220 Fifth Ave., "New York 1, 


¢ 
National Wholesale Jewelers Association—Frank J. Heyne, Heyne & Groves, Inc., 
108 Madison Ave., Toledo, Ohio; Thomas A. Fernley, Jr., 1900 Arch St. 
Philadelphia, Pa 
ne ~~ Association of New York, iInc.—Jacob Mehrlust, 6 W. 48th St., 
York 36, N. Y.; George F. Brecht, 17 W. 45th St., New York 36, N. Y. 
Retail Jewelers of America, ine.—-Arnold A. Shiffman, 225 Elm St.. Greensbero 
g Bernard N. Burnstine, Exee. V. P., 551 Fifth Ave., New York 17, 


Ring Guild of America—Leonard Shiman, Shiman Mfg. Co., Newark, N. J.: George 
Heller, Heller-Hope Co., East 49th St., New York, N.Y. , 
sean) Jewelry Travelers Association, iIne.—Thomas M. Bender, 1 Peachtree 

Atlanta, Ga. Harold Vinson, 1 Peachtree Bidg., Atlanta, Ga. 
Sterling ‘Silversmiths Guild of America John B, Stevens, International Silver Co. 
ao Colony St., Meriden, Conn.;: John F. Ambrose, Exec. V. P., 551 Fifth 
ve., New York, NY ‘ 
Swiss pt Fees wl of Watch Manufacturers—Gerard Bauer, c/o Watchmakers of 
Switzerland, 730 Fifth Ave. New York | ie fi 
Tola Tumbloweeds E. H. E. ‘““andy”’ Anderson, 707 Monte Vista Dr., Dallas 23 
David A. Shapiro, Exec. Dir., 1710 Jackson St., Dallas. Tex. | 
United Horatogicat Association of America—Norman PD. Luth. 3s 5 Flower St 
Cal.; Orville R. Hagans, 1901 E. Colfax Ave.. Colo. a 
Watch” Material Distributors Association of America—Seymour Marcum, Norvell- 
Marcum Co., 228 E. Third St., Tulsa, Okla.; Stanley G. House, Exec. Dir 
928 Fifteenth St.. N. W. Washington 5, D. S. % 


STATE 


Alabama Retail Jewelers Association—Kalmar Shwarts. 3111 Wilmington Rd., 
Montgomery; Dwight Raff, Raff’s Jewelry, Talladega. 
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| Names are those of ‘ pmeahuait and secretary, 
| respectively, unless indicated otherwise. 
L 





Arizona Be ll soars Association—Harry Rosenzweig. 35 N. Ist Ave., Phoenix; 
r, I. Rosenzweig & Sons, 35 N. Ist Ave., Phoenix 
Agkenten Retail Jewelers Association—c. FP. Coats, Batesville; Selma Schloss, 


ne uff, 
California, Horolegical Association of—Howard Nixon, 380 Orilena Ave., Long 
Beach; Norman PD. Luth, 3925 Flower Ave., Bell ; 
California co ey Jewelers Association—Wallace W. Binford, 6410 Van Nuys Bivd., 
Van Nuys: Mrs. Coliette Harrison, 14762 Terryknoll Dr., Whittier. 
a mg Jewelers Association—Benjamin B. Cooper, Cooper Jewelry Co., 
As lum St., Hartford: Lee Isenberg, Exec. Secy., 179 Allyn St., Hart- 


i. 

Consolidated ae Jewelers cf New York & New Jersey, inc.--Harry Wexler, 
fexler & Sons. Irc.,. New York; Simon Sunshine, Sunshine Credit 
ers, 155 Canal St. Brooklyn. 

Florida Retail Jewelers Association—Alvin Lee Magnon, Adams-Magnon Jewelers, 
Inc., 510 Franklin St., Tampa; Robert Bechtel, Bechtel’s Jewelers, 228 
Datura St., West Paim Beach. 

Flerida State Watchmakers Association—Gordon Gamble, 3646 16th Ave., 8., St. 
—_ aie’ Charles E. Justus, Exec. Secy., 1417 8S. Fort Harrison, Clear- 


Georgia “Retail Jewelers Assaciation—George Wheeless, Thomaston; Kinsey Davis, 
103 Peachtree St., Atlanta. 

Georgia Watchmakers & Retail Jewelers Guild, Inc.—James B. Echols, Echols 
aw Inc.. Tifton; Red Stovall, c/o Schneider & Sons, Peachtree St., 


Atlan 
Hawaii, Jeweiers Association—T. Miyamoto, 1110 Fort St., Honolulu; Lieyd E. 
npp, 2239 Kalakau Ave., Honolulu. 
Hilinois | Retail Jewelers Association—Don G. Kuester, H,. E. Volkman & Sons, 
ankakee: Charles H. Barker, Exec. Secy., Leland Office Bidg., Springfield. 
Indiana "jowstene Association, tnc.—Charies E. Feffer, 136 W. Washington St. 
Indianapolis; James C. Lucas, Mng. Dir., 808 State Life Bldg., Indian- 


apolis. 

Indiana, Watchmakers Association, Inc., of—A. L. DuPriest, 514 N. Jefferson St, 
Huntington; Charles H. Eckel, 721 E. 36th St., Indian olis 

lowa, Horological Association eof—O. B. McC hesney, 1208 W. Eleventh St., 
Waterloo; Curt . Glessner, 403 W. Fourth St., Waterloo. 

lowa Retail Jewelers Association—Maurice Bates, 9400 Lincoln Way, Ames; 
Gordon O’Conner, 19% E. State St., Mason City. 

Kansas Gem Society—Bruce Bunk, Bunk Jewelers, McPherson; Charles Good, 
Good's Jewelers, 1311 N. Main St., Hutchinson. 

Kansas — Retail Jewelers Assoeiation—Frank Bischman, Topeka; Eugene P. 

zel, 209 8S. Broadway, Wichi 

Kansas State Watchmakers eeaekielen-debe I Wortman, 929 Kansas Ave., Topeka: 
Leo Raborn, Garnett. 

Kentucky Retail Jewelers Association—William K. Ewing, 619 8S. Fourth 8&t., 
Louisville. 

Kentucky Watchmakers Association, Inc.—T. S. Merkel, 825 Palatka Rd., Louis- 
ville: Forrest D. Merkel, Exec. Secy., 7916 Jonquil Dr., Louisville 

Louisiana Horological Association—Fred C. Kline, P. O. Box 369, Alexandria 
Bruce Lindsey, 1111 S. Fourth St., Monroe. 

Maine Retail we eg Nolin, 79 Lisbon St., Lewiston; Lionet 
Tardif, 40 Main St., Wate e 

a a eee & District oy ‘Columbia Jewelers Association—Melvin Foer, 

. Bw. 2 Washington; Henry Brylawski, Exec. Secy. 1036 
w ied Bldg., Washington. 

Massachusetts-Rhode Island Retail Jewelers Association—Sydney VD. Cook, A. 
Stowell & Co., 24 —— St.. Boston: Samuel Silverman, Exee. Dir., 
11 Beacon St.. Bost 

Michigan Horological Association—William B. Otten, 245 S. Burdick St., Kala 
mazoo; Clayton Goodrich, Sunfield. 

Michigan Retailers Association, Jewelry Div. of—Ervin Yoas, Yoas Jewelers, 
Monroe; Robert Heglund, Heglund, Heglund & Beyer Jewelers, 708 Wash- 
ington Ave., Bay City. 

eens A Retail Jewelers Association—Don Elmquist, Willmar; W. C. Walsh, 

Secy., 1006 N. W. Bank Bldg., Minneapolis 2 
Minnesota, Watchmakers Association—W. I. Maki, Virginia: William C. Walsh, 
6 N. W. Bank Blidg., Minneapolis 2. 

Missiscipes Retail Jewelers Association—James R. Smith, 105 W. Cherokee, Brook- 
haven; Jack Pattersén, 122 N. Jackson, Kosciusko. 

Missouri Retail Jewelers Association—Q. R. Johnson, Louisiana; Clinton Holt, 110 
E. High St., Jefferson City. 

Nebraska, Horological Association of—William J. Yost, 905 Fourth St., Milford; 
Maurice Shockey, 1107 Division Ave.. York. 

Nebraska Retail — Association—Al Myers, Hastings; Elton Comes, 1617 
larney St... Omaha. 

New Hampshire Retail. Jewelers Association—Roger FE. Brassard, 1190 Elm 
Manchester; Mrs. Roger Brassard, 1190 Elm St., Manchester 

New Jersey Retail Jewelers Association—Martin Parian, 1173 Main St., Clifton; 
Richard Rad, 6011 Bergenline Ave., West New York. 

New Jersey, Watchmakers Association of—Emil J. Chessari, 512 Sixty seventl» 
St.. West New York: Donald J. DeWolfe, 483 Prospect St., Nutley 
Mexico Retail Jewelers Association—Adair Gossett, W. Fox St., Carlsbad - 
Sam Rankin, 113 W. Broadway, Hobbs 
York State Retail Jewelers Association, iInc.—Max Teibel, Leeds Jewelers 
117 Grant St., Buffalo 13; J. Francis Thibault, Evans & Sons, Ine., 234 
Genesee S8St., Ttica. 

York State Watchmakers Association—Harold FE. Weiser. 225 Main S8&t., 
Rochester 4; Richard A. Robbins, Exec. Secy., P. 0. Box 117, Conklin. 

North Carolina Retail Jewelers Association—Jules Aronson, c/o Wallace Jewelers, 
Statesville; Harold Seburn, Exec. Secy., c/o Churchwell’s, Wilson. 

North Dakota Watchmakers & Jewelers Association—Don Lund, Bismarck; Al M 
Foss, 107 S. Main St., Minot. 

Ohie Retail aes Pa mage or M. Benedict, H. M. Benedict Jewelers, 
Delaw ; Hugh Beattie, 1117 Euclid Ave., Cleveland. 

Oklahoma ‘Horological get a ne Kofmeh!, Kofmehl Jewelry, 1220 N. 

3th St.. Duncan: Ross Lattrell, 2003 Pine St Duncan 

Oklahoma Retail Jewelers Association—Fred L. Kelley, Weatherford: E. T. Tucker, 

octaw, McAlester 

Oregon Retail Jewelers Association—John Tobin, Burmeister & Andersen Co., 
Oregon City: Frank Breall, Exec. Secy., 921 S. W. Washington, Portland, 

Penasyere Retail Jewelers Association—Henry O. Ruhl, E. G. Hoover Co., 

N. Third Ave., Harrisburg; Herman M. Hollander, Exec. Secy., 120T 
Plaza Bldg., Pittsburgh. 

Pennsylvania Watchmakers Association, Inc., of—Joseph A. Beimel, 859 Freeland 
St., Pittsburgh 10; George W. Meyers, 4740 Mossfield St.. Pittsburgh 24. 

Rhode Island Watchmakers Association—Vincent es —~ ae 315 Auburn, 
Cranston: Norman Ouellette, 19 Oakland Dr., Warw 

South Carolina Retail Jewelers Association—John nike. eeeers John W. Hamilton, 
1611 Main St., Columbia. 

Tennessee Horological Society, Inc.—I. A. Brown, Jr., 111 Greenleaf St., Chat- 
tanooga;: Fred W. Compton, Sr., Exec. Secy., 3473 Mayflower St.. Memphis. 

emery Retail Jewelers Association—William P. Griffin, B. F. Steif. Jewelry 

, 214 Sixth Ave., N., Nashville; Joseph M. Williamson, 32 W. Broad St., 
Sia ille. 

Texas Jewelers Association—Dell M. Sheftall, 2268 Guadalupe, Austin; David A. 
Shapiro, Exec. Secy., 1710 Jackson St., Da 

Texos eens Association, Inc. = F. Pruett, 2123 S. Broadway, Tyler: 

M. Duffy, 25 Burress, Houston. 

Vermont. et vee jeemaatinn-tven Burnham, Waterbury; T. R. Barrows, 
Springfielc 

Virginia Retail Jewelers Association—George B. Hardy, Norfolk; Alvin B. Fink, 

S. Jefferson St.. Roanoke. 

Washington Retail Jewelers Association—Ear] Dunagan, Dunbar Jewelers, 205 E. 

| bene: oy Ave., Yakima; David M. Lombardo, Exec. Secy., 512 First Ave., N., 


St.. 


9. 

West Viewiaia Retail Jewelers Association—Randall Wooddell, 210 Main St., Beckley; 
Eric Rosenbaum, Box 1530, Beckley 

Wisconsin Retail Jewelers hessstotien-—theare T. Spiegel, 818 S. Eighth St., 
Manitowoc; B. W. Heald. Exec. Secy., Route 2, Box 550, Thiensville. 

Wisconsin Watchmakers Association—Robert Purdick, 2663 E. Johnson, Madison; 
Edward Medla, Exec. Secy., 4958 8S. Packard Ave., Cudahy. 
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Brochure Available 


Fair Trade Protection... YOU WILL NEVER BE UNDERSOLD 
Stainless Steel $2.95 to $5.95 © RGP and GF $5.95 to $10.95 
SATISFACTION UNCONDITIONALLY GUARANTEED 


PRINCE High Quality English-Made Watch Straps 
RENO-LEPAUTE WATCH TIMING MACHINES 
2038 N. TELEGRAPH ROAD 


CADMAN MANUFACTURING CO.  ceansorn 7, mictican 


U. S. and Canadian Distributors for KIEFER Expandro Watch Bracelets 
Available Through Selected Wholesale Jewelers 








Pi Mad he Snail Set 
port! SYLVANIA 


Slimline Radios 


Exclusive 
Slimline Radio Design 








The smart new look of Sylvania’s 
Slimline styling is the biggest sen- 
sation in radios today. For easy sales 
and plus profits just give this value 
leader the display it deserves. 


a Te eh § TABLE MODELS + CLOCK RADIOS 
nega Model 2109-WH. Full-feature TRANSISTOR PORTABLES 


clock with sleep switch, delayed alarm, 








up-front controls, and large, easy-to- 
read clock face. In Antique White. 
ONLY $29.95 suggested list 
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Sylvania Home Electronics, Dept. RVJ, 700 Ellicott Street, Batavia, New York 
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Check one: 
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kverybody* wins a prize in 


Reed & Barton’s 


CAMEO 


WINDOW DISPLAY CONTEST 


“Every contestant wins! Lveryone will receive a real cameo 


pin in a 14 karat gold setting, 


Ist Prize: Rare, Napoleonic cameo, 
that legend says the French em- 
peror had made for his sister Pauline, 
circa 1810. It is this piece (antique 
sard set in 18 karat gold frame 
designed as both pendant and pin) 
that served as inspiration for the 
new Cameo silver design. Imagine 


having such an historic treasure for 


your own pleasure or to give to someone you 


love! Petit Musée, Ltd. of New York places the 


value of the cameo at $700.00. 





Rare Napoleonic Cameo: First Prize 


$11.95 value. 


2nd Prize: Complete “service tor 8” 
in Cameo sterling, including essen- 
tial serving pieces and handsome 
chest. Retail value $450.00. 

3rd Prize: Complete “‘service for 4” 
in Cameo sterling, including essen- 
tial serving pieces and handsome 
chest. Retail value $225.00. 


Plus 12 group prizes of “The 


Cameo Pattern.” Send for entry blank TODAY! 


Write to Reed & Barton, Taunton, Massachusetts. 


Attention: Sales Promotion Department. 
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Gifts the Seniors will want from your store 


GET GOING FOR GRADUATION (continued from page 77) 


Plaza near Buffalo, N. Y., uses caps and gowns 
as window props; cooperates with other Plaza 
merchants in newspaper, radio and TV ads and 
group displays. Shaw’s of San Antonio uses aca- 
demic garb plus diplomas, ties in colors of local 
high schools. Several jewelers mentioned the 
effectiveness of window displays supplied by 
watch manufacturers. 

Shaw’s also had particularly good luck with a 
newspaper ad headed “Here’s the Watch for You 
If You’re Going to Be ....” The ad pictured 
special watches for the nurse, engineer, architect, 
housewife, doctor, etc. 

C. D. Peacock Co. of Chicago—like many other 
stores—finds spots on TV shopping programs 
effective for promoting graduation gifts. Some 
stores use radio disc jockeys who are popular 
with teenagers. 

Granat Bros., San Francisco, had good results 
from direct mail, furnished by a watch manufac- 
turer. 


Successful Off-beat Promotions 


You might like to try one of these other pro- 
motions which jewelers tell us have brought in 
business: 


* Send discount checks to parents of every 
high school and college graduate: $1 dis- 
count on a $10 purchase; $10 discount on a 
$100 purchase. 

® Originate a school key, similar to a Phi 
Beta Kappa key, inscribed with a school’s 
insignia in school colors. And offer it at a 
nominal price with a charm bracelet, key 
ring or neck chain. 

® Give a dance for graduates, as Chubb’s of 
Lackawanna, N. Y., has done for two years 
—and will repeat this year. Invitations go to 
all graduates in the area. Tickets are offered 
free on presentation of the invitation at the 
store. A student committee is chosen to work 
with Chubb’s on the event. Since an average 
of 350 attend each year, the store manage- 
ment feels that the investment pays worth- 
while dividends in good will—and eventual 
sales. 


“Starter sets” in sterling, china and glassware 
are among items that will be vigorously promoted 


during May by E. Hertzberg Jewelry Co. of San 
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Antonio, Tex. “We encourage the girls to register 
their preferences with us—so relatives and 
friends can select those designs for graduation 
gifts.” 


Fine Jewelry Pushed 

Diamond and pearl jewelry is pushed by a 
number of stores. Norman Jewelers of Chicago 
features cocktail rings and diamond rings (priced 
$50 to $150) for girls graduating from college. 

Gildemeister’s of San Antonio, Tex., plans to 
suggest in its advertising this year, that out- 
moded diamond jewelry be redesigned as the 
“nerfect graduation gift.”’ Many parents, this 
store has found, like to do this for their daugh- 
ters. Family stones have sentimental value; 
modernizing old jewelry is less costly than buying 
new, and “there’s money in it for us.” 

C. D. Peacock, Inc., promotes diamond engage- 
ment rings as the “perfect” graduation gift from 
a young man to his girl-graduate fiancee. 

Castelberg’s of Baltimore plans to promote 
typewriters and typewriter tables this year as 
appropriate gifts for high school graduates. 

Giving a silver teaspoon to each girl graduate, 
a one-time popular form of promotion, has been 
discarded by a number of stores. 

“It doesn’t pay,” they claim. “The girls seldom 
follow through in acquiring sets of the pattern 
they choose.” 

One store discovered that half a dozen to a 
dozen girls would arrive at the same time for 
their spoons—and all pick out the same pattern. 
“We suspect that they were acquiring a nice set 
for some adult!” 


Most Popular Gifts 

We asked each of the jewelers we contacted to 
tell us their best-selling graduation gifts. Here 
are the items with which they had the most suc- 
cess last year: 

For girls: Watches, pearl, diamond or rhine- 
stone pendants; bangle bracelets, rings, pen-pen- 
cil sets, crosses and chains, ident bracelets, cul- 
tured pearl] necklaces, gold and silver jewelry, 
beaded and embroidered evening bags, cocktail 
rings, sterling. 

For boys: Watches, cuff links, tie sets, ident 
bracelets, wallets, pen-pencil sets, key chains, St. 
Christopher medals, travel alarm clocks, luggage, 
school rings. Bae 
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AN EXTRA SALE IN THE 
BRIDAL MARKET ! 


'={-for- 10T-1-me-) alae Loh 4-1 Ie oo) lei le] ola dal lalla Mel —Jaat-iaelelel—lellclelel. & 
Sparkling brilliants, set in rich white simulated leather bindings, 
Tale: Wolalo)loi-o) Mt-) 941-1 tale mel -1-lle lal warmer Lali ga 1-3 dle] li) ada ie -7- lr i 
point-of-sale. The volumes illustrated are available singly or as 
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W3202 G8102 w1008 
Ret. $6.00 Ret. $5.50 Ret. $7.00 


Cb Sen AND COMPANY 


Publishers © Norwalk, Connecticut 


Sales assured with...new! 


REELECTO 


a modern traditional pattern in 1847 Rogers Bros. . . . 
designed for today's world of lovely living. 


FIVE WAY 
MERCHANDISING 
PLAN OFFERS 
YOU MAXIMUM 
SALES AT 
EXCEPTIONAL 
LOW COST 
INVESTMENT... 


Ask for Details. 
HALF SET—2é6-pc. ser- 52-pc. SERVICE for 8, 


vice for 4, $39.88 gift in gift box, $79.75; in 
boxed. Drawer Chest, $89.75. 


1847 ROGERS BROS. america's rinest suverpiate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


2 Traffic Building Specials The H. W. BURDICK CO. 


and Matching Holloware 
3622 PROSPECT AVENUE CLEVELAND 15, OHIO 
Henderson 2-1847 
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Telephone selling: ‘sales you might not have made’ 


PAYOFF (continued from page 94) 


Be sure to get the prospect’s name and ad- 
dress. Tell him yours and chances are he’ll tell 
you his. When you first answer the phone, say: 
“Zale Jewelry Co., ‘John Doe’ speaking.” 

If a prospect is reluctant to give his name, 
don’t be upset. He is probably concerned about 
the price. Discuss the advantages of buying at 
Zale’s and the variety of merchandise that you 
have at all prices. Offer to send him catalogues 
or other advertising material so he can compare. 

And, a final warning: “Don’t forget; when you 
fail to control the conversation, you won’t make 
a sale... . Create the desire first, and then sell.” 

After the campaign—when all the information 
on the survey cards had been sifted—Zale 
summed up its findings in a booklet, The Tele- 
phone and You. 


Pick Your Prospects 

An important conclusion was that selling by 
phone can be effective the year round—if you 
have a legitimate reason for calling. The booklet 
advises: 

® Get names of youngsters who will be gradu- 
ating in June from local schools; and telephone 
their parents to suggest graduation gifts. 

® Build a list of birthdays of local residents 
so you can call their families with ideas for 
birthday presents. 

* Keep an eye on the calendar so you’ll know 
when to telephone husbands and wives about 
Valentine’s Day gifts; fathers and sons before 
Mother’s Day; wives and daughters before 
Father’s Day, etc. 

* Also: let golfers know when you receive a 
shipment of “golf” watches (get the. list from 
local country clubs); follow up a year after a 
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‘My Pop can sell more diamonds than yours 
daring Zale's JUNE DIAMOND SHOW /* 


He Who Laughs Last 
Made His Quota! 


WILL YOU? 
Mebbe $0, Poincs... cur WML REMEMBER — 2% BONUS 
be (a \ on DIAMOND 22 
fae DIAMOND WATCH SALES 


\ = *U Y() 


Posters for the bulletin board sparked activity during 
Zale’s June Diamond Show. The 2 per cent bonus was 
paid on all diamond and diamond watch sales, when 
stores made their quotas. 
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wedding ring sale to remind the husband of an 
anniversary ; a year after a watch sale to suggest 
the watch be brought in for cleaning; five years 
after a watch sale to suggest a trade-in on a 
newer, more fashionable model. 

“After drawing up your prospect list,” the 
booklet recommends, “get some 3x5 cards on 
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Free ring inspection appealed to hundreds of paid-out 
accounts. Zale stores cleaned and polished diamonds and 
mountings, and tightened any loose diamonds, free. 





which to record name, phone number, best time 
to call and other pertinent information. And re- 
cord results of each call so you can follow up 
more effectively.” 

The time of day when you telephone can make 
some difference in the way a call is received, 
Zale discovered. Between 9:30 and 11:30 a.m. 
are the best .-hours; and between 6 p.m. and 8 
p.m.—dinner time—are the worst. That’s when 
the majority of “indifferent or angry” receptions 
were reported. Also, better avoid the half hour 
before noon and the period between 1 p.m. and 
3 p.m.—lunch time for business men; rest time 
for housewives. 


Advantages of Phone Selling 


Finally, Zale listed four main advantages of 
creating sales by telephone, “sales you other- 
wise might not have made:” 

1. Costs are negligible—far below the cost of 
advertising through other media. 

2. Telephone selling is personal. “If prospects 
have questions, you can give the answers... and 
you can alter your approach to fit the prospect.” 

3. The telephone can be specific. “It can reach 
a particular person at a particular time... .” 

4. You can use the telephone when store traffic 
volume is lowest and you have the most time. 

“Don’t get discouraged if your first calls fail 
to pay off,” the Zale manual urges. “They will 
in time. . . . Remember, telephone sales are plus 
sales that you don’t get in any other way.” 

i om 
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Sales assured with... new! 


a AS iedicional A\ in 1847 Rogers Susi 
. designed for today’s world of lovely yn 


5 WAY 
MERCHANDISING 
PLAN OFFERS 
YOU MAXIMUM 
SALES AT 
EXCEPTIONAL 
LOW COST 
INVESTMENT .. . 
ASK FOR 


DETAILS. 
HALF SET 52-pe. 
26-pce. service for 4 SERVICE for 8 


$39.88 gift boxed In gift box, $79.75; 
In Drawer Chest, $89.75 


1847 ROGERS BROS. anercas rines: suverpiate 


| MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


2 TRAFFIC BUILDING SPECIALS THE A. H. FICKEN CO. 


AND MATCHING HOLLOWARE 850 EUCLID AVENUE 


CLEVELAND 15, OHIO 
CHerry 1-1440 





OR BASKETBALL 
PACKAGE 


7 rie a" ! another ARLEN 
4 | | } \,/ exclusive! 


; Individual Team Member Trophy 


T , yy. tf WB66/3 14” $11.40 
Oo Se " j | magnificent 28” tall 
O> 2 () 2.4 TEAM TROPHY 
4 | £ie complete with 
1. sins RE 5 bowling or 
eg! gunk t EPO »*. basketball figures — and 
WwhNaii ae S715, e five 14” INDIVIDUAL 
te aes tags : TROPHIES to be 


presented to each guy or 


ee TAGS 
Team Championship Trophy gal on the winning team. 
WB33/23 28” $37.50 
Each of the 5 trophies is an exact duplicate of 
the laryzer TEAM TROPHY and a gem in its 
PLASTIC own right — ready to be individually engraved 
for each winner. 
IN ALL COLORS ORDER ALL 6 TROPHIES TOGETHER FOR 
PARCHMENT THE FABULOUS LOW LOW PRICE OF 
$42.40 net. gues 


A R t H ane 2-MAN BOWLING 


PLAIN or PRINTED 


Mtd.by ARCH CROWN TAGS, INC. ARLEN odin 
277 Halsey St., Newark 2, WJ. TROPHY CO., INC. =H El Ememesed® — 


68 Brook Avenue, North Plainfield, N. J. 
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“Manufacturers are interested in our problem” 


APPLIANCES ARE ESSENTIAL (continued from page 81) 


In 1959, a smaller number of jewelers will sell 
a smaller volume of appliances than in 1958. 
There will be no price stabilization until the 
manufacturers control distribution outlets. The 
public now has been educated to discount prices. 
Jewelry stores will have to continue the trend to 
other lines to replace their former appliance 
volume. At the same time, they will enhance their 
individual businesses and the jewelry trade. 


Alvin Fink, Fink’s Jewelers, Inc., Roanoke, 
Va.: Many consumers are not so conscious of dis- 
counts as retailers, and they require these items 
in our stock. We consider it essential, advisable 
and profitable to carry appliances in a credit 
jewelry store. 


S. B. Goodman, Goodman’s Jewelers, St. Paul: 
I do not know if it is essential to carry appli- 
ances in a credit jewelry store. We had a nice 
volume in that department for many years, but 
our 1958 sales and profits were substantially 
lower than in 1957; and 1959, likely, will show 
a continuation of this downward trend. Appli- 
ances seem to have stabilized at about 25 per cent 
below regular retail prices. Our thinking is to 
get the full price and to forego the sale of appli- 
ances on which prices have to be slashed. To off- 
set some of the loss in the appliance department, 
we have gone into bowling balls, bags and shoes. 





Better outlook. “I am hopeful that we will be able to 
do a better job with appliances in 1959,” says Melvin R. 
Rudolph of Rudolph Bros., Syracuse. Photo shows Harry 
Schechter, manager of Syracuse unit, and happy customer. 
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That has helped considerably, especially in pro- 
viding store traffic. 


Bernard Wein, Meyer Jewelry Co., Ine., De- 
troit, Mich.: Discounts are here to stay because 
there always are people to cut prices. Prices of 
appliances have stabilized at no-profit levels. Ap- 
pliances are essential to credit jewelry business 
as leaders. In 1959, jewelry stores’ appliance 
sales generally will be in poorer volume than 
in 1958. 


Clarence Olsen, Olsen & Ebann Jewelry Co., 
Chicago: We do not grant discounts on appli- 
ances, except to meet competition. We will not 
knowingly be undersold. We believe that this 
policy does not affect business adversely and we 
feel that it would be good for all retail business 
to adopt it. As food for thought, we suggest a 
sign on the order of the following in the window 
of every retail store: 

“Any discount or price-reduction offer made by 
competitive dealers will be met by this store. We 
believe in fair trade and know that price cutting, 
discounts, etc., lead only to false and fictitious 
dealings and will be injurious to all.”’ 

Small appliances can be profitable to retail 
jewelers when the turnover is from six to ten 
times a year. While they are not essential to a 
credit jewelry business, any add-on is a conve- 
nience to a customer, and, therefore, it would 
seem advisable to retail appliances as “a neces- 
sary evil.” 


Sol Blickman, Rogers Jewelers, Indianapolis, 
Ind.: Our 1958 appliance sales ran about 30 per 
cent behind sales in 1957. In my opinion, dis- 
count selling of appliances is here for the foresee- 
able future. Prices have not stabilized since 
manufacturers went off fair trade. With super- 
markets and discount houses using appliances as 
leaders, department stores have to meet their 
prices. While several of the big manufacturers 
are interested in increasing retailers’ gross mar- 
gins, these corporations are publicly owned and 
they have to go out after maximum sales. 

Our policy in selling appliances is extremely 
fluid. We are trying to keep our markups as high 
as possible, while still trying to keep our cus- 
tomers. We find it quite a problem to decide 
whether or not it is essential, advisable or profit- 
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Sales assured with...new! 


REELECTION 


a modern traditional pattern in 1847 Rogers Bros. 
. designed for today’s world of lovely living. 
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HALF SET 


: 52-pc. 
26 pe. service for 4 SERVICE for 8 
$39.88 Gift Boxed In gift box, $79.75; 
In Drawer Chest, $89.75 


1847 ROGERS BROS. anercas rinest siverpiate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


2 TRAFFIC BUILDING SPECIALS Wm. P. Mahne Silver Co. 


AND MATCHING HOLLOW ARE 313 ARCADE BUILDING 
SAINT LOUIS 1, MISSOURI 


CEntral 1-3317 





JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


SAMPLES ON REQUEST aHity ~~ 
»» A BETTER TAG Fe 
FOR LESS MONEY! Quality Workmanship 


and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
ia ICE TAGS LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Manufacturers of WRIST WATCH CASE LUGS 


95 Stone Rings 
per 1000 Mountings and Wedding Rings 


Emblem Rings, Buttons, Charms 
WITH SCRIBER Antique Diamond Ring Reproductions 
Makers of 
Fine Leather Wrist Watch Straps 
e Once on — stays on! Jobbers for 
Scribes quickly — legibly! Gemex ¢ Duchess 
. q ii LeStage + CeeTee 
WRITE DEPT. J Deltah + Sea Gem 


Automade 


T A © a A. SAUER & COMPANY, Inc. 


CORPORATION 329 East 8th Street, Cincinnati 2, Ohio 
43 SOUTH. FIRST STREET ° FULTON. NEW YORK 


e Easy to attach! 
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APPLIANCES (continued from page 126) 


able to carry appliances. We were a major local 
appliance outlet and are reluctant to abdicate the 
selling reputation we built in that department. 
However, if the trend continues, we may have no 
alternative. 


Lowell S. Hamburg, Lord’s Jewelers, Inc., 
Marion, Ohio: We do not grant discounts on 
appliances. Our 1958 sales were only a bit off 
from 1957; but volume without profit is more 
costly than no volume. I do not believe that the 
discount houses are here to stay. Reasons: cost 
of doing business, desire of people to “charge it,” 
and too many discount houses. 

It is essential for credit jewelers to carry ap- 
pliances so that their customers may charge such 
purchases to their installment accounts instead 
of buying them elsewhere for cash. Jewelry store 
1959 appliance sales will depend on what coopera- 
tion they get from the manufacturers. 


Melvin R. Rudolph, Rudolph Bros., Inc., Syra- 
cuse, N. Y.: There is a great variation in the 
prices charged for appliances by different jewel- 
ry stores, and price-stabilizing factors are not 
present. Sales in 1958 probably ran about 30 
per cent below 1957. Discounts are here to stay 
so long as manufacturers do not control distribu- 


tion. Once control is established, discounts will 
be eliminated. Jewelry stores must carry at least 
some appliances. I am hopeful that we will be 
able to do a better job with appliances in 1959. 
More and more manufacturers are showing in- 
terest in our problem, in giving us protection, 
and in providing merchandise for us to sell in 
competition with discount houses. 


Oliver A. Jenkins, Duval Jewelry Co., Jackson- 
ville, Fla.: We just don’t discount. Our appli- 
ance volume seems to stay fairly even from year 
to year. Our 1958 sales went far ahead of 1957, 
due to a couple of very excellent deals. Our 1958 
appliance volume accounted for about 5.6 per 
cent of total sales. 

Our attitude is that if we are going to handle 
appliances, we are going to do it at a little profit. 
We simply don’t concern ourselves over the mat- 
ter too much. Appliances are essential for a 
credit jewelry store when they are carried the 
way we carry them. But to carry them and try 
“fighting fire with fire’ is no good, in my opinion. 


Frank F. Goodman, Tappin’s, Inc., Newark, 
N. J.: Appliance sales in 1958 were about 11 per 
cent below sales in 1957. Our appliance volume 
accounted for 21.7 per cent of total sales. Dis- 
counts are here to stay, and prices have stabilized 











A BOMBSHELL BEST-SELLER RIGHT FROM THE FIRST... 


tt ho BECAUSE OF COMPETITION-SHATTERING FEATURES AND VALUE! 
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G é WITH F3.5... COATED, COLOR CORRECTED LENS 
= Phenomenal, Competitive Sales-Appeal At 
\. A Sensationally Low, Low Retail Price of 
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“~~ Genuine Leather Case Bright with Chrome Trim Only $4.95 Retail 
All This Plus FANTASTIC, NEVER BEFORE, PROFIT MARK-UP FOR YOU 
© 5 Shutter Speeds up to 1/300 sec. 


® Rapid Rewind Crank 
® Automatic Self-Returning Counter 


© LUMINOUS FRAME FINDER! 
® One-Stroke Rapid Wind Lever 
® Automatic Double-Exposure Prevention 


Extensive National 
Advertising 
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For 1959...Also Ready- 
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RANGE FINDER, ULTRA-SHARP F2.8 LENS, 10 SHUTTER SPEEDS UP TO 1, 400th SECOND 


Sole U. S. Distributors 
SH R Ne : 276 Fourth Avenue, New York 10, N. Y. 
if nc. 215 West Fifth St., Los Angeles 13, Calif. 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1959 


Don't Lose Any Time... 
Don't lose Extra Sales... 
Call, Wire or Write 
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S STYLED to Sell... Profitably! 

S MERCHANDISED to Sell... Profitably! 
S PACKAGED to Sell... Profitably! 

S DISPLAYED to Sell... Profitably! 


S PRICED to Meet and Beat Competition 
Profitably! 





NATIONALLY ADVERTISED TO SELL 
FOR YOU IN VOLUME... WITH HARD-HITTING 


aos W LOOK an Edquire 
lous New Point- of - Sale 
ERCHANDISER 


A “transistor department” in itself 

... beautifies your store, sells 

everyone who sees it! Set it up 

...and watch it work — 
wonders! 


ALSO FREE FREE with minimum 


Power Plus Sales order of 12 pieces 
Promotion Ad Mats 


and Other Sales Aids 





Don’t Delay ...Send for Details Today... to: 


SHRIRO, Inc. 


276 Fourth Avenue, New York 10, N. Y. 
215 West Fifth St., Los Angeles 13, Calif. 
19 OFFICES THROUGHOUT THE WORLD 
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“His & Hers’’—The royal 
stamp and queenly grace of 
“Linde” Stare in settings of 
14K gold and diamonds. 
“His” is a &§ mm round 
Linde Ruby set with two 
baguette diamonds oa 
“Hers” is a “Linde” 
Star Saphhire set with 
six full-cut, six single- 
cut diamonds. Orig- 
inals from 
Goodman & Co., 
Indiana polis, 
Indiana. 


alolarcunoleit 


LINDE 


‘Linde’ Stars are the only 
synthetic star sapphires and 

star rubies produced under 
quality controls so rigid 
they match the perfection 


of natural star gems. 


-s eaiteé invited 


On Pe de oe ee en 4A tL Ole WORLDWIDE DISTRIBUTORS 


COLUMBUS 585-2656 


= FiF TH AVENUE NEV YORK 316 





Add your name to the 
list of major jewelry 
manutacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 
Alsan ee: Se. 


Lern 
Belenky Bros., inc. 


icksen, ine. 


Botell Ring Co., ine 

















» he 
poronet Jewelers 
— & Sens Jiry. Co. 


D' Esposit 


Ben Frackman, 

ne. 

Gevertz & Co., Ine. 

H. Glaser Co. 

Goldstein-Gerson Co. 

Green & Co., Jirs., ine. 

Benjamin & Edward 
Gross » Ine. 


Harry (iuise, Ine. 

H. Hamburger Co., tne. 
Haven Ring Co., "ine. 
Irvring Co. 

Ss. Vollotsky & Sons, ine. 
Kahn & Co. 


Morris Kaplan and Sons 


William Schneider 

schuman & Donchi, Ine. 

Seltzer Bros. 

Skalet Mfg. Co., Ine. 

pera, Robbins & Co., 
n 


e. 
Wax & Skolnik, Ine. 
J. R. Wood & Sons, Ine. 





BUFFALO, N. Y. 


The Bock-Lewis Co. 
M.A. Reich and Co. 


CHICAGO, ILL. 


a Braude & Sons 
Cain & Co., ine. 

Hert Ring Co., ‘Ine. 

Hirsch oad Oppenheimer 

Harry Rotter 

Fred Seltzer Co., Ince. 

Stein & Elfbogen Co. 


INDIANAPOLIS 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Specialty Co. 


ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


OHIO 

Fratianne Mfg. Co. 

1. = Goodman Mfg. Ce. 
ne. 

Swirsky Bros., tne. 

The Victor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. |. 
Dolan & Bullock Co., Ine. 


NEW JERSEY 

Acme Ring Mfg. Ine. 
Chureh mpany 

F. & F. Felger, tne. 

Jabel Ring Mfg. Co., Ine 
Jones & ——— Co., tes 
Larter & Sons, Ine. 


*‘Linde’ is a registered trademark of Union Carbide Corp. 
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APPLIANCES (continued from page 128) 


since manufacturers went off fair trade. We con- 
sider it essential to carry appliances, and we ex- 
pect our 1959 volume to be about the same as 
in 1958. 


Daniel W. Crone, Jr., S. & N. Katz, Inc., Balti- 
more, Md.: Appliances are essential to the credit 
jewelry business. We cannot afford to give up 
this volume of merchandise which consists main- 
ly of household necessities. Too many of our 
customers even might get out of the habit of 
buying their jewelry from us, if we were to give 
up appliances needed in the home. It is possible 
that appliance sales will continue the down-trend 
in 1959, but the volume should be considerable. 


Sam Gerson, Gerson’s, Inc., Detroit, Mich.: Ap- 
pliance business will not be profitable for credit 
jewelers in 1959. It will serve only to build store 
traffic. Appliances are not essential for the con- 
duct of credit jewelry business. Sales were notice- 
ably lower in 1958 than in 1957, and that trend 
will continue throughout 1959. The reason for 
discounting is the hope of additional sales, and 
the cost of not discounting is lower sales volume. 
Prices have not stabilized since appliance manu- 
facturers abandoned the policy to maintain re- 
tail selling prices. 


Isadore Meyer, Meyers Jewelers, Inc., Vallejo, 
Calif.: Appliance sales and profits in 1958 were 
from 18 per cent to 20 per cent below 1957. Dis- 
counts are here to stay, and prices at retail have 
not stabilized. But we consider it necessary to 
carry appliances in a credit jewelry store. We 
will carry a full line of smaller appliances. 


Herman Wasserman, Lord’s of Louisville, Inc., 


Louisville, Ky.: Our 1958 appliance sales were 
higher than in 1957. Although our gross margin 
was no higher than in the previous year, profits 
were better by reason of faster turnover. Price- 
wise, a chaotic condition exists. Prices have not 
stabilized since manufacturers went off fair 
trade. The discount house now is a permanent 
fixture in merchandising. 

We do not grant discounts. The only explana- 
tion for the growth of our appliance sales must 
be that the great preponderance of appliances are 
sold to consumers who depend upon installment 
terms to buy these goods. In our case, it is essen- 
tial and imperative to carry appliances, and I be- 
lieve that our situation does not differ drastically 
from that of other credit jewelry stores. I think 
we are going to find that, just as drug stores 
have become department stores, installment 
jewelers must increase the variety of merchan- 
dise they offer. Zee 
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The sterling monogrom on crystal 
pieces illustrated ore o few of the 
mony ovailoble from Silver City 


SILVER CITY GLASS CO., INC., 


Z SPECIALTY 


AT LITTLE COST TO YOU 


With a small investment in samples you receive a full color easel for 
display, illustrating all the Silver City pieces available in the distinctive 
monogram pattern — a sure fire attention getter, as well as the answer 
to the most discriminating shopper. Write for free brochure illustrating 
complete line of monogram pieces available. 


Display Silver City regularly for more traffic — and sales. 


MERIDEN, CONN. 








~~ [There's 


Heke 
comanre 
Right 

xe) Ke 

than 
meets 
the eye 


There's copper, nickel, zinc and silver. To one degree or 
another, these metals, either singly or in combination, give 
gold the properties that make it exactly right for your prod- 
uct and production methods. 

Knowing what's right for gold has been an activity at 
Handy & Harman for more than 50 years...50 good 
reasons why, when you order gold from us for a specific use, 
you get a specific gold: White Gold, Red Gold, Yellow Gold 
in a range of karats, shapes, forms and gauges to meet every 
particular need. 

Pintong Wire? Snake Chain Gold? Earring Wire? Watch- 
case Alloys? Ring Stock? Yes, indeed, all these and more, 
for drawing, spinning, stamping, machining. 

You name it—we ve got it. What's more, if you'd like, we'll 
be glad to suggest a gold that might make your product 
better (while it makes it easier) than the gold you’re now 


using. 


A NOTE ON REFININGS—The same particular attention is 
paid to what we refine as what we produce. That’s why 
your sweeps, scrap, polishings, solutions, sludge, etc., make 
more for you when you send them to us. So, take no chances 
at all, send your next refining lot to Handy & Harman. You'll 


be ahead. 


Your No. 1 Source of Supply and Authority 
on Precious Metals 


HANDY & HARMAN 


General Offices: 82 Fulton St., New York 38, N.Y. 
Distributors in Principal Cities 


NEW YORK 36, N.Y. 
44 West 46th St. 


CHICAGO 22, ILL. 
1900 West Kinzie St. 


CANADA: 141 John St., Toronto 2B 


BRIDGEPORT 1 
CONNECTICUT 


CHICAGO 2, ILL. 
55 E. Washington St. 


NEW YORK 38, N.Y. 
82 Fulton St. 


PROVIDENCE 3, R. I. 
425 Richmond St. 





DIAMOND (continued from page 104) 


and means “the unconquerable.” It was appro- | 


priate for diamond because of diamond’s resist- 
ance to destruction. A Greek myth, recounted by 


Pliny, has a diamond so hard that it cannot even | 


be crushed on an anvil—an unfortunate belief 


and detrimental to all stones so tested, diamond | 


or not! With their excellent cleavage, diamonds 
stood no better chance than pieces of quartz. 


Later, the anvil legend was modified, and Euro- | 
peans thought that the imported stones (which | 
had obviously been worked by the Hindus) be- | 
came soft and workable after being steeped in | 
fresh goat’s blood. Probably garnet or red iron | 
oxide inclusions—among red spots we often find | 


in diamonds—were considered signs of such a 
softening immersion. 


So much has been written about diamonds that | 


it would be futile to repeat it here. Any jeweler 


who knows his business has studied the 4 ec’s | 
which affect value. So we shall dismiss all that | 


and look at some of diamond’s other aspects. 


How the Atoms Are Packed 


Diamond is the only gemstone that is not a 
combination of several elements. Diamond is a 
very pure and very compact carbon. Carbon in 
nature has three forms: (1) amorphous carbon— 
‘arbon black—a very light-weight, black, pow- 
dery substance whose atoms form no particular 


arrangement; (2) graphite in which the atoms | 


are arranged in a six-sided, rather loose structure 
(specific gravity about 2.3 and hardness about 
1); and (8) diamond, the hardest substance 
known, in which the atoms elbow each other in a 
tight tetrahedral arrangement. Its_ specific 
gravity is 3.52. At present, it is equalled in hard- 


ness, perhaps, by boron nitride—made by the | 
General Electric Co.—which has a similar sar- | 


dine structure. 


You might compare the various arrangements | 
of carbon atoms with the different ways you can | 
pack tennis balls or oranges in a crate. Packed | 
in regular rows, a certain number will go in; but | 
in a staggered arrangement, many more can be | 
packed in the same space; and the box will weigh, | 


perhaps, a third more. 


Pure diamond is, ostensibly, colorless. Traces | 
of color have been attributed to various metallic | 
impurities; but the relationship is a difficult and | 


expensive study and has not been thoroughly in- 
vestigated. Since small quantities of impurities 
have a great effect, the actual amount of impurity 


in even so large and dark a stone as the Hope | 
must be very small indeed. In recent years, some | 
very fancy colors, many of them similar to nat- | 
ural colors, have been produced by sub-atomic | 
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~NORDT TAPERED BLANKS 


Precious solid gold matches the swift shapes in which the new 
world glides by. Dramatic tapering beauty is handcrafted into 
finger folding comfort by craftsmen who take pride in meeting 


NORDT’'S high standard of excellence 


NORDT’S tapered seamless wedding ring blanks in ductile karat 
gold, in all sizes, colors and two-tone combinations are a “natu- 
ral” for engraving and finishing 

The designs below represent a basic advance in wedding ring 
styling. While maintaining the time-honored tradition of the 


unbroken circle, the concave form protects the engraving and 


keeps the rings at showcase brilliance. Write for details. 
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JOHN C CO.INC. 
atielelitial-te 1872 Talelthsiaiel | Ali lero - 
CEnter 9-1872 CedarGrove. N.J. 
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REFLEC 


A new pattern by 1847 Rogers 
Bros. means automatic busi- 
ness from consumers. Protect 
the profit in those sales by 
supplying your needs through 
Peterson service. 


ORDER TODAY 


NEW! HALF SET 
26-pc. service for 


4 in gift box, $39.88 


C. B. PETERSON CO. 


613!/, Church St., NASHVILLE 3, TENN. 


Phone CH 2-6605 














PRE-TESTED 
FOR APPEAL! 


designed for 
today’s world 
of lovely 
tiving 


NEW! 


REFLECTION 


A distinguished traditional pattern offered in a flexible 
5 WAY MERCHANDISING PLAN for maximum sales 
at low cost investment to you! Ask for details. 


52-PC. SERVICE FOR 8 NEW! HALF SET 
Gift boxed, $79.75; 26-pc. Service for 4 
With Drawer Chest, $89.75 in gift box, $39.88 


plus... 
2 TRAFFIC BUILDING SPECIALS 


MATCHING HOLLOWARE 


WRITE, PHONE OR CALL TODAY 


J. H. GROSS & CO. 


3210 EUCLID AVE. CLEVELAND 15, OHIO 
HEnderson 2-0100 


1847 ROGERS BROS. 


America’s Finest Siilverpiate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 








DIAMOND: BIRTHSTONE FOR APRIL (continued) 


bombardment. In this case, certain hues are ob- 
tained only from certain types of stones; so the 
impurity explanation is still only a _ partial 
answer. 

Incidentally, diamond “painters” are with us 
again with a modern technique probably derived 
from the lens coaters. After finding they could 
make temporary “improvements” in the color of 
cape stones without much publicity, these “‘paint- 
ers” have turned their hands to making fancy 
hues, such as pink. You can remove the coating 
by passing the stone briefly through an alcohol 
flame, or by a bit of buffing, but the coloring may 
be insoluble in common solutions. 


Natural Pinks and Blues 


Diamonds are among the commoner gems of 
the world and are in steady, abundant supply. It 
is just as well; for no other precious stone is 
abundant enough to be owned by haif of the en- 
gaged couples of the civilized world, nor to give 
the jeweler such a staple item. 

Few diamonds are really colorless. Most of 
them have some tinge of color, most often yellow 
or brown. Richly colored stones of nice hues are 
desirable; but it is questionable whether they are 
as valuable as they once were. While famous 
stones, like our National Museum’s recent acces- 
sion, the Hope, will always keep their value, ordi- 
nary yellows, greens and browns of regular mar- 
ket sizes are so similar to some of the treated 
stones that it is hard to distinguish between them. 
It cannot be said, however, that the new develop- 
ment has materially hurt the value of the old 
canaries. Theory had it that a fine canary was 
as valuable, or more valuable, than a white. But, 
in practice, no jeweler would pay as much for a 
canary as he would for an ordinary white. Nat- 
ural pinks and blues are still extremely rare and 
relatively costly. And a ruby red is seldom seen 
and very dear. 

Incidentally, the trade likes to deceive itself 
about diamond colors, or else diamond dealers 
don’t know rubies, for all myths coming from 
Belgium about “red” stones being made by bom- 
bardment (a treatment that is not being done in 
Belgium) have yet to be substantiated with a 
single example. Deep chestnut brown is easy to 
produce; and almost every “ruby-colored” stone 
being offered today is actually a chestnut brown. 


India . . . then Brazil 

Once the only source of diamonds was India, a 
land also noted for legends of the supernatural. 
Strange tales about the source of India’s gems 
found their way to Europe. According to an ac- 
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count in Sinbad, the floor of an unapproachable 
valley was studded with diamonds, and fre- 
quented by large birds. So chunks of meat were 
tossed into the valley where they were punctured 
by the diamond pebbles on which they fell. The 
birds retrieved the meat chunks and took them 
to their nests—which men plundered for the ad- 
hering stones. Various versions of this legend 
still persist. 

The old Indian deposits are alluvial and were 
worked for years in a primitive, but thorough, 
fashion. The stones were brought to Goleconda— 
a name now synonymous with treasure but ac- 
tually only a trading center—for marketing. The 
deposits are being reopened and worked by Rus- 
sian engineers who claim to have located the 
source in pipes; and they have given the Indian 
government an unbeatable contract. The Rus- 
sians supply the machinery, supervise the work- 
ings and take their payment out of the produc- 
tion, if any. If no diamonds are found, they’ll 
take the loss! 

When the early Indian workings began to run 
out, Brazil entered the market, around 1730. For 
many years Brazil supplied the world, though 
there were few important finds. Mines there are 
still being worked spasmodically, but, except for 
one real diamond mine, Brazil’s production is 
small. An occasional important find (the Presi- 
dent Vargas, 729.60 carats) reawakens interest 
in Brazil, but not much has come of it. 

As Brazil’s supply tapered off, the South Afri- 
can deposits were discovered and soon dominated 
the market, as they do today. The monopoly 
exercised by DeBeers Consolidated Mines, Ltd., 
has helped to give diamonds the popularity that 
makes them so important to the jeweler. If they 
were still produced by half a dozen competing 
nations and sold at competitive prices it is doubt- 
ful whether so great a demand would have been 
sustained. 


“Substitute” April Birthstones 


Since diamonds are glamorous without the 
birthstone tag, it is a pity that some other attrac- 
tive stone wasn’t selected for April. Besides, not 
many customers can afford the usual birthstone- 
sizes in this month’s gemstone. 

Because of diamond’s cost, synthetic white 
spinel is a logical substitute in birthstone rings. 
White spinels are better white stones than zircons 
or white sapphires. Also a new stone, such as 
Fabulite, might be offered. Its fire and brilliance 
make up somewhat for its lack of durability as a 
ringstone; and birthstones don’t have to be in 
rings. Synthetic white sapphire is now being 
promoted under various trade names that do not 
tell what it is. It has no virtue over synthetic 
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The Beautiful New 


VU-lighter 


FOR TABLE AND DESK 


Here’s a table lighter 


that will sell off your 
d Only lt Gi 





counters as fast as 
people see it. Beautiful, Retail List 

streamlined, graceful, lacl. Fed. Tax 
this VU-LIGHTER Table 
Lighter features an exclusive transparent 
fuel reservoir that lets you know when the 
fuel is low! Handsome enough for the most 
luxurious home or office—priced for volume 
sales! Unconditionally guaranteed by Scripto. 
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CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 


Reference: Dun and Bradstreet 


The First National Bank of Mem phis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 

















ONLY THE LUCKY 
PEOPLE 
GET AHEAD 


How many times have you heard that? Many 
of us make the common mistake of using the 
word "luck" instead of the more accurate one, 
“clever.” 


There IS one sure way to get what you want. 
And from what we've seen, it works every time. 
This is the simple procedure you must follow. 
When you want to get a new job, hire some- 
body, sell something like watch repairing, 
jewelry repairing, engraving or perhaps auc- 
tioneering or sales promoting—here's what 
to do: 


|. Turn to page 201 in this issue. 


2. Decide under what heading you 
wish your ad placed. 


. Write your ad in the order blank 
provided and send it along with 
check or money order. 


Then sit back and wait for the answers to come 
in. Simple?—yes; effective?—you bet. 











DIAMOND: BIRTHSTONE FOR APRIL (concluded) 


white spinel except an immaterial difference in 
hardness and a higher price. 

Most of the legends associated with diamond 
arise from its hardness. There was a belief that 
it would break the teeth, if put into the mouth, 
and rupture the intestine if swallowed. In the 
Middle Ages flawed stones were believed to bring 
misfortune. (It’s a good thing that diamond own- 
ers had no loupes, no binocular microscopes, and 
no Gemological Institute in those days!) The 
shape of a diamond crystal was thought to be 
significant. A triangular stone caused quarrels, 
a four-sided stone initiated vague terrors, and a 
five-sided stone brought death! Only a complete 
six-pointed octahedron was lucky. 

Modern legends are more optimistic; and once 
a stone is cut, who can tell whether it was three- 
sided or five-sided at the outset? Diamonds are 
supposed to bring strength, courage, and forti- 
tude to the wearer, and hence, assure victory. 

|e 8 





Watch how you say it! 


The words “trade-in” have been overworked 
and abused to the point where they’ve lost appeal 
—at least that’s how J. Jessop & Sons, jewelers 
of San Diego, Calif., figure it. 

So, to promote the sale of new watches, they 
adopted the phrase “watch exchange.”’ 

“Watch Exchange Event” reads the headlines 
on their half-page newspaper ads. “Bring in your 
old watch now regardless of its condition, run- 
ning or not. You can select from one of the 
largest watch collections on the West Coast... .” 

“We don’t make ridiculous trade-in allow- 
ances,” says William Heaton, store manager. ““We 
allow 10 per cent on any watch in stock. If the 
trade-in watch has a gold case or contains dia- 
monds, we increase the allowance.” 

Newspaper readers were intrigued by the new 
phrase. Many came in to inquire what “watch 
exchange” meant. 

‘““And sales results have been amazing,” says 
Mr. Heaton. “Most satisfactory !” 





Opal in Ancient Rome 


According to an enthusiastic description by 
Pliny (Roman scholar of the 1st Century) opal 
excited keen admiration in early days. He writes: 
“Of all precious stones, it is opal that presents the 
greatest difficulty of description, it displaying at 
once the piercing fire of carbunculus, the purple 
brilliancy of amethystos, and the sea-green of 
smaragdus, the whole blended together and re- 
fulgent with a brightness that is incredible.” 
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TEEN-AGE CLUB OF THE AIR 
(continued from page 84) 


a dead hour on radio; and we got it cheap.’”’ But 
that hour turned out to be a perfect one for 
reaching teenagers. There’s not much doing in 
the way of club and school activities on Monday 
night. The kids are likely to be home studying. 

The show’s formula includes 40 per cent dis- 
cussion and 60 per cent music—pop recordings. 
Teenagers like to study to music, so the program 
doesn’t interfere too much with the pursuit of 
knowledge. 

For the discussion—well interspersed with the 
music—panelists introduce two questions of in- 
terest to teenagers. Response is invited from 
listeners—whose telephone comments are chan- 
neled directly over the air. (Typical questions: 
Do you approve of petting? Should high school 
girls date college fellows? Does your school take 
fire drills seriously ?) 

“Aren’t you asking for trouble,” we wanted to 
know, “when you broadcast answers that are 
completely uncensored ?” 

Mr. Cohen said no. “. . . the switchboard op- 
erator weeds out the jokers and trouble-makers. 
Names and telephone numbers are taken on the 
first calls; then we dial back to put them on the 
air. Even if a smart Alec does get by, it’s amaz- 
ing how he calms down when he hears his own 
voice coming from his own radio. Seems to have 
a sobering effect.”’ 

Toward the end of the hour, panelists review 
what’s been said; and then, for 10 minutes, the 
discussion is thrown open for a “gripe session.” 
The three trunk lines on the switchboard con- 
tinue to flash—first come, first heard. Such 
“oripes” are aired as: Why can’t we have better 
food in our cafeteria? Why do the police keep 
us from skating on the pond? 

The wise young panelists point out that a peti- 
tion might help the food situation; and that the 
police know best about when it’s safe to skate 
on the pond. “. . . just let one kid go through 
the ice and drown, then you’d hear the howl... .” 

Three other features have been added to the 
program at the request of the panelists; and they 
are additions which please Mr. Cohen mightily. 

Each week, the Club “‘salutes” an outstanding 
local teen-sponsored project: “ this week 
we bow at the waist to the Allentown High 
School Key Club. ... They’re giving a party next 
Friday for a hundred little boys and girls who 
are wards of the Crippled Children’s Society... .” 

And, each week, the Club asks listeners to 
“shower” an ailing member with cards. “. .. our 
good pal, Eddie Duffy is in the Sacred Heart 
Hospital. . . . Send an avalanche of cards to 
Eddie. . . ” The avalanche inevitably arrives, 


’ 
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full 


THE FINEST IN PRECIOUS GEM JEWELRY 


—" 


FORLOVER 
00 YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


f 


Inquiries Invited 


Geo. Schuler & Co., Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC. 
On Bedford Road in Pleasantville, N.Y. 








Since 1890... the World's 
Largest Selections of 


TIMERS 


have been 
offered by 


RACINE 


( THROUGH Zell Mn a elt a Va7 | 


Write for the Lotest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 


* ; s 











ee el TEEN-AGE CLUB OF THE AIR (continued) 
A personalized lifetime remembrance 


bringing to some young “Eddie” the happiness 
that comes from knowing you’re missed. 

Finally, the panel asks for donations whenever 
a local or national catastrophe rouses their sym- 
pathy. “... our Teen-Age Club of the Air project 
this week is to help the victims of that gas ex- 
plosion on the East Side... .”’ After the Chicago 
school fire catastrophe, $200 came pouring into 
Radio Station WEAB—in nickels, dimes and 


STERLING CIGARETTE BOX quarters. 


Never-to-be-forgotten gift for the groom, the presi- Five Commercials Per Show 


dent of your club, the retiring executive, the tourna- You can see why Mr. Cohen takes pride in 
ren ie : and for a thousand other apprecia- sponsoring this radio show. He is almost as 
ws ape proud of the fine influence he is having on the 
i caih aiecaa pie oye ee youngsters of industrial Bethlehem and vicinity, 
#2—6%4” long, 3%” wide, 1¥4” high $42.00 All prices as he is about the business it brings into Finkel- 
$3—4" | long, 314” wide, 214" high $38.50 include tox. steins. 
4584" a : A” preset mei ioe fo change But, business is not lost sight of in this pack- 
#6—8'/" long, 34” wide, 2%” high $75.00 age of good deeds. At least five commercials are 
Newspaper mat of this advertisement is ave ilable. Your voiced during the show—commercials which real- 
soeeanen Sebi tows capatens sad Roce core. ly carry weight coming, as they do, from a fellow 
business to your store. We can provide engraving service. student: “... your next gift, whether it’s some- 
thing you need yourself as a present from you 
. ° A Division of to you, or for somebody else—can come from no 
smth & SULILD Sie en better place than Finkelstein’s Jewelry Stores. 
... Give them a visit. You'll like the way they 
welcome you. And if you’re a Teen-Age Club of 
the Air member, your Wooden Nickel is your 


automatic charge account up to $10... .” 


This book is yours—FREE ' Each Finkelstein store has a teenage depart- 
...Builds Copper-Plate Engraving Sales! ment with a teenager behind the counter—full 


© ANNOUNCEMENTS © INVITATIONS time during vacation periods; part time the rest 
¢ INFORMAL NOTES ¢ CALLING CARDS of the year. Sales personnel are warned to be 
Kay-Dek engraving is respected everywhere cordial to teen customers, under all circum- 


for its fine quality, its faithfulness to an 
ancient art. Yet, its cost is nominal. stances. 


The 15th Revised Edition of Kay-Dek’s In May, Mr. Cohen plans to push registration 


Catalog of samples will quickly convince 


, your customers. Send for your copy. of china, silver and glassware patterns on his 
Write today on yor KAY-DEK Cngraving Co., em radio programs; and past experience promises 


letterhead for Catalo 
itd information on Dept. J Richmond Hill 19, New York good results. When his panel promoted miniature 
scarab bracelets and cultured pearl pendants 
shortly before Christmas, his entire stock of them 
—two gross—were wiped out in a week. 
Yet this business-pulling project is far from a 


AN UNUSUAL OPPORTUNITY costly one. Biggest expense is air time. Also the 


TO PURCHASE booklet, Teen-Age Club of the Air News, runs into 

NATIONALLY KNOWN DIAMOND AND STONE RING a bit of money. But a monthly 9 ee 

carries a page of Finkelstein advertising. It 

MANUFACTURING BUSINESS alerts Club members to the latest jewelry items 

The partners in one of the most respected firms for teenagers along with the chat about his re- 

in the industry wish to retire. They are offering 

their company for sale under most attractive cordings and schoo! ‘happenings. 

arrangements to interested party of good repute. The panelists are pri than eeernenliles aay 

Inquiries are invited, complete confidence is without pay. It’s a distinction to be on Finkel- 

assured. stein’s Club of the Air. Occasional gifts, such as 

Box No. U-4817 pin-lever watches or pendants or bracelets— 


ff whatever is being promoted at the moment—is so 
Care of Jewelers’ Circular-Keystone much gravy, they think. (Yet, nothing creates 


Write for catalog of complete Smith e> Smith line. 
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desire for a new item among high school-ers like 
seeing it worn by the school’s most popular stu- 
dents. ) 

Among Mr. Cohen’s rewards, other than finan- 
cial, are the letters from young people that pour 
into Radio Station WEAB. Letters like this one 
from 14-year-old Mary Ann: “... I suppose I 
am only one of a lot of people who are telling you 
this; but your show is an aid in many other 
things besides solving problems. It gives us teen- 
agers a feeling that there is a special place to 
turn if you don’t know where to go with your 
problems. It gives them a special feeling of know- 
ing there is someone who is willing to hear 
them... .” 

It’s not often that a jeweler finds a way to 
serve both his community and his business so 
effectively. Mr. Cohen likes to think that he has 


paved the way for other jewelers to do likewise. 
Seaa 





Seven points that make 


vacation planning easy 


Here is a vacation scheduling program that will 
improve your labor relations, make your work 
easier and save you a lot of time: 

1. Start scheduling early. Eliminate last-min- 
ute rush and give yourself plenty of time to iron 
out any difficulties. 

Zz. Establish a time limit. If the vacation period 


is to run from May through September, make the | 


fact known. Set the time so that vacations do 
not fall durmg the heaviest seasons. In some 
areas special celebrations take place that require 
a full staff to handle extra business. 

3. Establish and explain vacation rules. For 
example, if late returning from vacation, how 
much are employees docked. 

4. Encourage employees to select the time they 
want. Some will pick the most favored times— 
those with long week-ends. Settle conflicts on 
time with the seniority rules. 

5. Check coverage at all times. Be sure cus- 
tomer service is not interrupted. Perhaps not 
more than one employee from any phase of the 
operation should be away at one time. No two 
“key” employees should be away at the same time. 

6. Don’t show favoritism. Favoritism will do 
more to wreck good personnel policy than all the 
bonus and retirement plans or other fringe ben- 
efits can ever build up. 

7. Consider slow business months for vacations. 
There is a trend to schedule some of the vacations 
during winter months. This helps ease the drain 
of help during the summer months. One jeweler 
reported that by offering the regular two weeks 
vacation during the slow months and giving the 
employees the opportunity to take extra time at 
no pay the employees eagerly sought these dates. 
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... now we have it 
new! 


bE LECTION 


. a distinguished 
pattern destined to 
take its place among 
the all time “best 
sellers. 


52-pc. SERVICE FOR 8 
Gift Boxed. $79.75; In 
Drawer Chest, $89.75. 


new! HALF SET 
26-pc. service for 
4 in gift box, 
$39.88. 


E°s vo" se 
Z> pr tSn° 
z-y> >m- 


2 Traffic Building Specials 
Matching Holloware 


1847 ROGERS BROS. 


America’s Finest Silverpiate 
MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 
Order Today for immediate Delivery 


BALDWIN-MILLER CO. 
Aewelry Distributors 


238 South Meridian Street + Indianapolis 25, Indiana * Phone Melrose 4-6566 
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Whether it’s sold as a gift or 
for your customer's own use, 
Giftwares and Jewelry 

items are glorified when 
beautifully packaged 

in “Pictorial” Gift Boxes. 





Enhancement in value can well 
offset the cost of the best 
gift boxes. Customers don’t 
mind paying more when they're 





pleased with a purchase. 
Here's a good way to maintain 
full mark-ups in face of 
competition. 


Build reputation and good will for 
your store with packaging 

and wrapping service that’s just 
a bit better than the other 
fellows. Mail coupon 

for big new GIFT 

& JEWELRY BOX 
CATALOG now. 


PICTORIAL PAPER PACKAGE 


CORP. 
AURORA - ILLINOIS 


(COUPON) 


PICTORIAL PAPER PKG. CORP. 
AURORA, ILLINOIS 


Please send complete 1959 catalog of Gift and 
Jewelry Boxes, with prices and discounts on 
your complete line of packaging needs. 














‘Drop TV—Use Newspapers!’ 


For three years we put most of our advertis- 
ing budget into television. 

Then, about 12 months ago, the station couldn’t 
sell us our regular time—wanted to give us 15- 
second spots. So we dropped TV and went back 
to newspaper advertising. 

Today we are convinced that newspaper adver- 
tising—if you can get a good mat service—is the 








Dick Reinert of 
Gildemeister’s be- 
lieves that news- 
paper ads can do 
more to help build 
store personality 
than television ad- 
vertising. A good 
newspaper ad, such 
as this one which 
features quality 
items, permits the 
prospective cus- 
tomer time to study 
the merchandise at 
his leisure, he says. 
In addition, news- 

EARS TED Te paper advertising is 

8 RRS e more economical for 
em Gildermeister’s than 


_ 
Gollemciitors television commer- 


cials. 

















answer for the small retail jeweler. And I'll give 
you two good reasons why: 

First, interest in TV is waning; the novelty is 
wearing off. (We don’t regret our three years of 
TV advertising, though, because those were peak- 
interest years.) 

Second, and most important, we decided to up- 
grade our stock. We believe the salvation of the 
small, independent, retail jeweler lies in selling 
better merchandise than his chain store com- 
petitor. 

But when you sell only quality items, your ad- 
vertising must be presented attractively, where 
prospective customers have time to study it. You 
need to build a store personality — that elusive 
something called good will. 

We find that we can do that through careful 
newspaper advertising with the help of a good 
mat service. We run our ads, such as the one 
pictured here, at least twice a month—more 
often on holidays and special occasions—usually 
in the Sunday newspapers. 

Our plan is the most economical one we have 
tried: and it is working out just fine.—Dick 
Reinert, Gildermeister Jewelry Co., San Antonio, 
Tex. 
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ARE YOUR 


DIAMOND 
PROMOTIONS 


DIAMOND 
SELLING 


OBSOLETE? 


© © © Check Them Against The Up-To- 
Date, Authoritative Material In JC-K's 
New Book 


How To Sell Diamonds 


@ 48 colorful pages! 
@ Profusely illustrated! 


@ Written by six experts in the 
field of diamond merchandising! 


© © © Here's a partial list of the con- 
tents in this just-published book: 


@ Selling The Engagement Ring 


@ 10 Ways To Boost Your Diamond 
Sales 


@ A Glossary of Diamond Shapes 


@ Are Diamond Guarantees Good 
Business? 


@ Diamonds Are Currency in 
Fashion 


This book contains information that every 
policy-making and sales-making person in 
your store should know. To get your copy 
of “How To Sell Diamonds," simply send 
a $1 check or money order to JEWELERS' 
CIRCULAR-KEYSTONE, CHESTNUT & 
56TH STS., PHILADELPHIA 39, PA. Your 
copy will be rushed to you by return mail. 
Send for your copy now! 











RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART! 


by Manny 3 
Silverman 


YOU ARE GOING 
OUT OF BUSINESS! 


YOU ARE EXPLORING ALL METHODS 
AVAILABLE TO YOU 


. Should you seli to someone who will continue as a 
going business? 


. Should you sell to a liquidator? 
. Should you conduct a flat sale? 
4. An auction sale? 


5. A combination of both? 


You are perplexed, nervous, chagrined, bewildered, 
bothered, distraught, harassed, involved, doubtful 
and upset. 


Let us calm the upset. 

Let us show you the merit of each plan. 

Let us help you decide which plan is best suited to 
your store, your town, your situation, your personality. 


To you this coming event is a once in a lifetime 
affair. 


To us, it is an integral part of our daily business, it 
occupies the entire time of a group of twenty 
highly trained experienced men who have analysed, 
sifted, scrutinized, digested and conducted; very 
successful sales in over 1000 stores with this same 
problem in the past ten years. These sales were 
conducted by us in towns and cities of all types, 
kinds and sizes all over the United States and 


Canada. 


We firmly believe we are the only firm in our field 
who make such a careful, realistic analysis available 
to you without cost. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4692-3 
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First Choice Of Rosenthal China... 
House Beautiful 


Writes Mr. Arthur Scholder, Executive Vice President in 
Charge of Sales of Rosenthal China: 


“IT thought you would like to know Rosenthal China is intro- 
ducing its new and exciting...Lorelei...collection through 
House Beautiful. 


“But beyond that, House Beautiful carried the first ad that 
re-introduced Rosenthal China to the post-war American 
market in 1950... and the first ad in our now-famous Ray- 
mond Loewy Classic Modern Collection. House Beautiful 
has never been omitted from a Fall and Winter schedule 
since 1950, a period in which Rosenthal increased its overall 
business at an average rate of over 20% per year. 


“Is it any wonder why House Beautiful is first choice for 
Rosenthal China?” 


HOUSE BEAUTIFUL’s 730,000 better income families 
(average: $15,715) are perhaps the best sales 
prospects for china in the United States. In them- 
selves, these families are an incredibly responsive 
market, but they also represent leader influence — 
the kind of influence that sets taste trends and buy- 
ing attitudes! Perhaps this is why House Beautiful 
leads all national monthly consumer magazines in 
China, Glass and Pottery advertising. 


Sells Both Sides of the Counter 


[house beautiful 


A HEARST KEY MAGAZINE. 572 MADISON AVENUE, NEW YORK, N. Y. 
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Table top 


fashions 


New pepper grinder made to match 10 dinner- 
ware patterns in Spode earthenware has either gold 
trim ($14 retail) or chrome trim ($10). 
Copeland & Thompson, Inc. of New York. 


From 


New melamine dinnerware pattern—‘“Sun Val- 
ley”—is done in tones of yellow with plain yellow 
accessories; 16-pc. set may retail for $21.95. From 


Fostoria Glass Co. of Moundsville, W. Va. 


“Cameo” pattern in Franciscan Masterpiece 
china has medallion design done in gold and white 


enamel; 5-pc. setting retails at $24.75. By Glad- 


ding. McBean & Co. of Los Angeles, Calif. 


Done in deep blue and green, “Fancy Free” de- 
sign in Fairwood china comes from Bavaria with 


solid color accessories; 5-pc. setting $11.75 retail. 


Sold by H. FE. Lauffer & Co., Inc. of New York. 


Bonbon dish in gold-colored metal is modern in 
siyling, 5 in. in diameter; it may be retailed for $4. 
New “Richelieu” design in Royal Doulton bone Part of giftware line introduced recently by the 
china is traditional in styling, done in rich gold; Gorham Co. of Providence, R. I. 
5-pe. setting may retail for $29.95. Distributed by 


Doulton & Co., Inc. of New York. 
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‘Table top 


“Asia,” classic border design is developed in 
combination of black and gold on English bone 
china; 5-pc. setting may be retailed at $24.25. From 


Josiah Wedgwood & Sons, Inc. of New York. 


New “September Song” pattern in melamine 
dinnerware has autumn colors against white; 16-pe. 
set retails for $22.95. By Lenox Plastics, sub- 
sidiary of Lenox, Inc. of Trenton, N. J. 


“Leonore’ pattern in English lead crystal by 
Webb Corbett shows groupings of cut mitres; 
in full stemware and accessories; goblet $5.25 re- 
tail. From Camden Hall, Inc. of New York. 
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Extra-large covered dish for butter or cream 
cheese in stainless steel has plastic cover; by WMF 
factory in Germany; it may be retailed for $7.50. 
Sold by Fraser’s, Inc. of New York. 


“Butch,” cocker spaniel created by Albert 
Staehle, comes in series of 22 porcelains by W. 
Goebel Co., West Germany; retail $3.50 to $15. 
Sold by Hummelwerk Sales Corp. of New York. 


Series of Glass Guild “Regalia” accessories was 
designed by Georges Briard in aqua glass deco- 
rated with gold; retail from $4.50 to $9 each. Dis- 
tributed by M. Wille Co. of New York. 





(Advertisement) 


"You can’t sell today’s market 
with yesterday’s methods’ 


says Mr. Paul M. Byrne, Manager, Silver Department, Bromberg & Co., Inc., Birmingham, Alabama. 


“When Gorham talked about putting their ‘total 
marketing’ program to work for me, I thought it was 
just another fancy advertising term,” writes Mr. 
Paul M. Byrne. “But I soon discovered that it made 
good sense—and was profitable, too!”’ 


“Gorham helps me to maintain a complete silver de- 
partment with their broad variety of products for 
all segments of the market. Gorham’s ‘Plans Book’ 
approach lays out a total marketing program that 
keeps me alerted to all new developments and selling 
opportunities in all their lines.”’ 


@ IN STERLING FLATWARE... 


UNUSUAL DISPLAYS...on/y 
Gorham offers a planned, 
monthly program of imag- 
inatively designed, qual- 
ity constructed display 
units you’ll be proud touse. 
6 units complete, $27.50. 


MRS. AMERICA...a 
Gorham exclusive in the 
jewelry industry. Bigger 
than ever, up to 500 re- 
gional contests give you 
greater opportunity to tie- 
in and make the effective 
nation-wide Mrs. America 
promotion pay off for you 
in your store! 


NEW MAT ART... another Gorham exclusive, this revolu- 

tionary new art technique produces sharper newspaper re- 

productions of flatware patterns. Choose either complete 
mats or individual repro- 
duction proofs of art. Also 
available: layout sugges- 
tions and drop-in mats. 
A generous 50-50 cooper- 
ative advertising plan 
makes it easy to capitalize 
on Gorham’s 5-market 
national promotion. 








BRIDES 





YOUNG | 
WORKING WOMEN | 


bigy 














NATIONAL ADVERTISING... Gorham’s 
unique marketing approach does an effec- 
tive selling job for you because it reaches 
all 5 sterling markets. Instead of con- 
centrating on the young girl exclusively, 
Gorham tells its story to and sells four 
additional, profitable markets. 
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@ IN STERLING HOLLOWARE... 


NATIONAL ADVERTISING... matching sterling holloware 
and flatware patterns, special price promotions, wanted 
merchandise— Gorham insures their movement off your 
shelves with convincing national advertising backed up 
with strong assistance at your point-of-sale. 


STERLING WATER PITCHER PROMOTION...two of our most 
popular sterling silver water pitchers—in the Puritan and 
Victorian designs—at promotional prices that are sure to 
please. Also featured: matching sterling silver trays and 
sterling silver goblets at regular prices. An eleven week 
promotion—April 15th through June 30th. 


ma SS as 
PURITAN VICTORIAN 


Uf Wiis of amore 
/( jolt Soren 


MATCHED PATTERNS... 
Gorham shows you how 
to build new sales with 
matching holloware and 
flatware in three of the 
country’s most wanted 
designs: Rondo, Melrose 
and Celeste—and gives 
you a powerful send-off 
with full page national ad- 
vertising and new, spe- 
cially designed mat ads. 
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(Advertisement) 


@ IN PLATED HOLLOWARE... 


20% OFF...a limited time 
promotion—dApril Ist 
through June 15th—on 
Gorham plated holloware 
items of proven popular- 
ity: sandwich plates, trays, bonbon dishes, bread trays, 
butter dishes, vegetable dishes, beverage servers. Ask 
for full details and see how you can spark your sales! 


@ IN POLISH... 


A NEW CONTAINER... for 
the world’s finest liquid 
silver polish. Our new, 
modern, all-metal con- 
tainer is safe, convenient, 
economical. Twelve ounce 
can, packed 12 to a case. 
Minimum order, 8 dozen. 


@ IN GIFTWARE... 


A QUALITY LINE...at realistic, popular prices by Amer- 
ica’s finest silver craftsmen. Featuring 20 items (all pre- 
sales tested in Gorham’s plated holloware line), all pieces 
are gold-like in color, protected by a heat-treated, 
bonded finish for long life. 


@ IN SILVERPLATE AND STAINLESS FLATWARE... 





EXTRA PROFIT BUILDERS... 
Gorham silverplated flat- 
ware and Stegor stainless 
steel flatware—supported 
with national advertising, 
an advertising allowance 
for franchised retailers, a 
complete mat service, 
chest promotions—and a 
colorful display unit effec- 
tively combining both 
lines. 





@ FOR FURTHER INFORMATION ABOUT THE COMPLETE GORHAM 
TOTAL MARKETING PROGRAM, CONTACT YOUR 
LOCAL GORHAM SALES REPRESENTATIVE OR WRITE 
DEPARTMENT 205, THE GORHAM COMPANY, PROVIDENCE, R. 1. 
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RICH IN TRADITION 
RICH IN PROFITS 


New bone china patterns: top left, Strasbourg, $35.00 a five-piece place setting; top 
Glen Auldyn, $18.95; bottom, Richelieu, $29.95; new figurine, “Pirouette, 


al Doulton 


be 
frig s 


Look to the leader— Royal Doulton—for su- 
periority in design, advertising, promotion 
and publicity. The first English china com- 
pany to design for the American market... 
Royal Doulton proudly introduces three ex- 
quisite new bone china patterns, shown 
above, as well as an important new grouping 
of figurines and character jugs... all with 
tremendous profit potential for you. And 
supporting all this is Royal Doulton’s ex- 
cellent delivery service! TIE IN with Royal 
Doulton’s national advertising in House & 
GARDEN, House BEAUTIFUL, THE NEW 
YORKER, MADEMOISELLE, SEVENTEEN, 
Bripe’s, Hotipay, Town aANnp Country. 
DOULTON AND CO., Inc., 11 East 26th 
Street, New York 10, N. Y. 
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Dinnerware, 
Glassware 


& Gifts 


by MADELINE LOVE 


IFFANY’S HAS INVITED groups of New York 

interior decorators and designers several 

times in the past few years, to use their 
imaginations freely in creating exhibits of table 
settings. Public interest in these settings has 
been “incredible,” according to the store itself; 
and so, during March, another such showing was 
held. Like its predecessors, it offered ideas which, 
though seemingly extravagant, are adaptable to 
the home—along with some amusing settings in 
a complete mood of fantasy. 

Few jewelry stores have the space for such 
effects as a box brunch in a tree-house, cocktails 
in a bird-house, a Broadway musical production 
dinner, or dining with an art collection. The ma- 
jority of the settings, however, can be modified 
to suit the space in a smaller jewelry store. 

Vivid Matisse colors were used in one setting. 
It was a round table on an open terrace, laid with 
blue and white flowered china, cut crystal gob- 
lets and such bright accessories as anemones in 
a crystal wine decanter and a huge straw basket 
filled with a variety of fruit. ... Delicate pinks 
and greens appeared in a bridal table, with an 
antique mull cloth over pink satin, pink and green 
china dessert plates, bottles of pink champagne in 
a Tiffany antique silver bowl. 

Flowers flowing from epergnes or from the 
bobeches of candelabra were the decorative motif 
for two tables—the wedding table and a “dinner- 
for-eight’”’ done in rich gold and white. A moon- 
light supper table was covered with white or- 
gandy over green with mint green, gold and white 
china. It was set in a “forest glen” of tree 
branches and plants with a “moon” shining 
through the branches. 

The china, glass and flatware, together with 
many of the accessories, came from Tiffany’s own 
stocks. But the decorators were encouraged to 
bring some of their own treasures. In many 
cases, in fact, the entire setting was built around 
a fine piece which belonged to the decorator. 

Your community may have several women who 
are noted among their friends for their home- 
decorating ability— not professional interior 
decorators; just home-makers who are clever 
about mixing colors and picking out the right 
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ACTUAL ANIMAL BONES, 


from which Bone China 
gets its name, are 
burned to pure white 
ash, ground, refined and 
compounded to an ex 
clusive formula with 
other materials for the 
whitest china body yet 
developed. A homogene- 
ous, glowing transiucen- 
cy imparts true delicacy. 
intrinsic hardness and 
even density assure day- 
in, day-out practicality. 


IS 


EACH PIECE of Spode is 
individually decorated. 
A print from a hand- 
engraved copper pro- 
vides the basic design. 
Imperishable copper en- 
gravings, Spode's price- 
less stock-in-trade, 
assure the continuous 
availability of patterns. 


Spode y 


NO OTHER CHINA COLLECTION offers so large a 
variety of serving pieces. Not only plates, but hollow- 
ware of every description — platters, bowls, vegetable 
dishes, soup and sauce tureens, etc. Each piece 
matches in modelling and decoration all the others 
in a service. 


BONE CHINA 


ADDITIONAL COLORS, 
sometimes as many as 
ten or twelve, are all 
painted by hand. The 
colors that are applied 
y brush have a clarity 
and brilliance that can 
never be equalled by 
mechanical means. 
Spode decoration is fired 
right into the glaze to 
remain permanent and 
vibrantly colorful for 
the life of the ware. 


Spode is then, now and hereafter. 

It is 189 years of continuous production. It is Josiah 
Spode inventing the formula for English Bone China 
at the turn of the Eighteenth Century. 

Spode is dinnerware in a maidless, split-level dream 
house. Look for it, too, on the patio, at a buffet party. 
Look for Spode in Windsor Castle. 

It is a space-age wedding in Philadelphia attended by 
guests who left Paris an hour before. 


Spode is whiter than the whitest satin, hard as the loy- 


alty of a child, translucent as closed eyelids in the sun. 
It is a hundred shapes, a thousand-and-more patterns, 
every color in a Spring bouquet. 

Spode is a place setting for under $25; or an elaborate, 
full service for many thousands. 


It is as near to you as the best store in town. Buy it for 
use, please; there is already far too much of it im- 
prisoned behind crown glass doors. Just don’t wait to 
inherit Spode. 


wholesale distributors: COPELAND & THOMPSON, INC., 206 FIFTH AVE., 


PUREST GOLD, ground in 
honey, oil and mercury, 
is applied generously 

with a brush (not 
soraned. wy fire burns 
away all but the heavy 
layer of pure gold which 
is hand-burnished with 
an agate stone to a last- 
ing polish that defies 
the depredations of time 
and dishwashers. 
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INE ENGLISH 


DINNERWARE 
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SEVERAL DIFFERENT 
CLAYS are refined and 
round to incredible 
ineness, mixed to pre- 
cise proportions and 
fired at extremely high 
temperatures. That is 
the Spode Imperial body, 
one of the finest earth- 
enwares ever made. 
Light, strong, durable, 
extremely resistant to 
chipping, it is a soft off- 
white color ready for 
decoration in Traditional 
or Contemporary styles. 


IS 


EACH PIECE OF SPODE 
is individually decorated. 
A print from a hand-en- 
graved copper forms the 
basic design. imperish- 
able copper engravings, 
Spode's priceless stock- 
in-trade, assure the con- 
tinuous availability of 
patterns. 
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NO OTHER DINNERWARE offers so large a variety of 
serving pieces. Not only plates, but Fhe. of 
every description—platters, bowls, vegetable dishes, 
soup and sauce tureens, etc. Each piece matches in 
modelling and decoration ali the other pieces in the 


EARTHENWARE 





ADDITIONAL COLORS, 
sometimes as many as 
eight or ten, are painted 
by hand. Colors suitable 
for application by brush 
have a clarity and bril- 
liance that can never be 
equalied by mechanical 
means. Spode earthen- 
ware is decorated before 
it is glazed so that the 
colors are permanent. 


OC C5 


Spode is a brand of English dinnerware, and the name 
comes from Josiah Spode who began it all. 

Spode Earthenware — he called it Imperial — was the 
first ware he produced. Today, as in 1770, it is made 
with fastidious care. Butter-soft clay is molded by the 
practiced hands of dedicated potters into a hundred 
and more different shapes; decorated by sensitive 
artists with designs Contemporary or Traditional, but 
always tasteful. 

Spode is made for those whose sense of value demands 
real quality for the price, whose aesthetic needs tran- 
scend the basic utilitarian necessity for dishes. Such 


oe 


people find their Spode adaptable to all occasions, 
agreeable in every setting. They take pride in knowing 
that their Spode is beyond the whims of fashion, yet, 
at the same time, they realize that people of good taste 
have always deemed it quite fashionable, and always will. 
One last word: don’t look for Spode “wherever dinner- 
ware is sold”. But if you know of a store that stands 
stubbornly for quality, you'll find it there, for as 
little as $5.90 a place setting. Just don’t wait to inherit 
Spode. 


wholesale distributors: COPELAND & THOMPSON, 


EACH PIECE is individu- 
ally dipped by hand to 
spread an even layer of 
giaze material mixed 
with water. The final fire 
meits this to a glass- 
like, transparent, stain- 
proof covering that in- 
tensifies the colors of 
the decoration while 
protecting them from 
the corrosive effects of 
food acids and dish- 
washer detergents. 


ode 


FINE ENGLISH 


DINNERWARE 


INC., 206 FIFTH AVE., N. Y. 10, N. Y. 





DINNERWARE (continued) 

accessories. They would be pleased and flattered 
to be invited to do some imaginative settings for 
your store; and you would have an important 
traffic-builder. 


HARMING NEW TABLE ACCESSORY is this Royal 
Doulton “Bridal Bell” in bone china, deco- 
rated to match many different china dinnerware 


designs. The bell is about 2% in. in height. Gift- 
boxed, it may retail for $4.95. An excellent 
shower gift, the bell also may be used by the 
jeweler as a gift to the bride-elect in connection 
with the store’s bridal registry service. 


0 CHINA AND GLASS SHOW will be held in July 

this year. The George Little Management, 
which staged the National China, Glass and Ta- 
bleware Show each July since 1947, decided, after 
polling last year’s exhibitors, to suspend activi- 
ties in connection with this exhibit. According 
to William E. Little, show manager, it “‘has not 
fulfilled its original expectations.” It will be re- 
sumed, he says, at such future time as it seems 
to be needed by the industry and will be sup- 
ported by retailers and exhibitors. 


IR JOHN WEDGWOOD, deputy chairman of 

Josiah Wedgwood & Sons, Ltd., of England, 
which is celebrating its 200th anniversary this 
year, spent February and March in this country 
speaking in 20 cities under sponsorship of the 
English-Speaking Union of the United States. 
Sir John showed the new full-color documentary, 
“The Making of Wedgwood,” filmed at the fac- 
tory in Barlaston. Both Sir John and his cousin, 
Hensleigh C. Wedgwood, president of the Ameri- 
can end of the business, are great-great-great- 
grandsons of Josiah Wedgwood, the famous pot- 
ter who founded the firm on May 1, 1759. Plans 
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FRANCONIA CHINA One of Europe's Finest 


Presents . . . “La Marquise” 


The Perfect Jeweler’s Pattern! 


The exquisite delicacy of burnished Gold engraving resplendent with 
a dertelle and scroll motif of beautiful detailing . . . richly accented 
by a Cobalt Blue band on pure white, translucent porcelain in a 
graceful Louis XV shape trimmed with Gold. 5-pc. Place Setting 
with 1034" dinner Plate: $17.75 Retail (slightly higher South & West) 


HERMAN C. KUPPER, INC. 39 West 23rd St. 
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BOX & PAPER 
1748 W. 2nd St. 
Marion, Indiana 


Division of Federal Paper Board Co., Inc. 





DINNERWARE (continued) 


for observing the bi-centennial in this country in- 
clude a dinner in New York in May to coincide 
with a public display of early Wedgwood objects 
and of the Josiah Wedgwood reproduction of the 
Portland Vase. Special store displays of early 
and modern Wedgwood products will be held in 
leading cities. 


Walter J. Noonan 


ALTER J. NOONAN has been appointed repre- 
W sentative for the Worcester Royal Porcelain 
Co. in Colorado, Illinois (excluding Chicago) ; 
Iowa, Kansas, Minnesota, Missouri, North and 
South Dakota, Nebraska, Wisconsin and Utah. 
He replaces Lewis D. Barding, who resigned to 
run his own retail business in Illinois. Mr. 
Noonan has been associated with Royal Wor- 
cester for many years, having been with the 
former importers, A. N. Khouri & Bro., and the 
Worcester Silver Co. 


rector, Joseph F. Gimson, who has been vacation- 
ing at his home in Jamaica, will arrive in New 
York, Apr. 12 for a 10-day stay. 


Stephen J. Kearney 


TEPHEN J. KEARNEY has been appointed Cen- 
tral Atlantic district manager for Lenox, Inc., 
covering areas in New York, Pennsylvania, West 
Virginia, Ohio and Maryland. Mr. Kearney was 
associated with Burlington Industries. 


ISS BEVERLY McDUFF, formerly china, glass 
M and gifts buyer at the Godchaux store in 
New Orleans, has joined the staff at the Ebeling 
& Reuss Co. showrooms in New York as assistant 
to the manager, Eugene P. Henn. She succeeds 
Miss Carol Gries who resigned in January and 
is now with the sales staff of Vincent Lippe 
Corp., New York. 


EORGE B. ZAHNISER, president of Shenango 
China, Inc., and Castleton China, Inc. of 
New Castle, Pa., has announced that Shenango 


Royal Worcester’s chairman and managing di- has bought out the Wallace China Co., Ltd. of 
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For the first time! Authentic WM. ADAMS IRONSTONE 


with the added charm of color 


A spectacular success in white and then in two monochrome patterns—now Wm. 
Adams Ironstone has the added appeal of color. CLAUDETTE is a black print, 
ANTOINETTE a brown, both hand-illuminated in color. For maximum sales, promote 
genuine Wm. Adams, the ironstone which is cast from original, antique molds. 
CLAUDETTE and ANTOINETTE are available in 50-pc. dinnerware sets, open 
stock assortments, and regular open stock. 5-pc. place settings retail at $4.75 (slightly 
higher in the West). 


FISHER, BRUCE & co. EXCLUSIVE U.S.A. REPRESENTATIVE 


221 Market St., Phila. 6, Pa. 
1107 Broadway, New York 10, N.Y. « Merchandise Mart, Los Angeles 14, Calif. 








Wm. Adams Ironstone 
monochrome patterns: 


Du Barry in sepia 
MINUET in black 


Also plain white Empress dinnerware 
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How Fostoria helps you sell 
crystal for 3" 


THIS AD is running in 
Living for Young 
Homemakers to help 
you sell the Third 
Anniversary Idea and 
get these extra sales 
on a year-round basis. 


* authority 


. 


3rd 
Anniversary 


Anniversary gifts 


Ope we, Aol ahem: Sheet: fan. a: 


+ 


...Crysta/’ 


make it memorable + 


Fostoria Gla 


SS Com 
Moundsville, Pany, 


West Virginia 


with Fostoria 


14 


One such sale can lead to many 


Promoting crystal for third anni- 
versary gifts means extra sales for 
you right now ... and even more 
later if you sell a place setting for 
the third-year bride. Then future 
gifts are quite likely to be the addi- 
tional place settings she will want. 


It’s easy to get this extra busi- 
ness. Just set up a counter card in 


SOLD ONLY IN FINE DINNERWARE DEPARTMENTS... 
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your department. Drop a reminder 
into your newspaper ads. Best of all, 
send a card to families of couples 
whose third anniversaries are com- 
ing up. (Your store’s Bridal Registry 
has this information.) 


We’re helping by running reminder 
ads in Living for Young Homemakers 
magazine, April and June. Tie in! 


This is a continuing source of sales 
that can mean a lot of additional 
profit in the years to come. 


incidentally, make sure every bride 
signs for her crystal when she signs 
the Bridal Registry. This will assure 
you continuing crystal sales. 


Fostoria Glass Company, Mounds- 
ville, West Virginia. 
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DINNERWARE (continued) 


Los Angeles. Wallace will be operated as a 
wholly-owned subsidiary of Shenango. 


OHAN BEYER, president of the Orrefors glass 

factory in Sweden, has returned after a 
month in this country and Canada. While here, 
he visited Fisher, Bruce & Co. of Philadelphia, 
Orrefors’ sales representatives in the East. Mr. 
Beyer was accompanied by his wife. 


John J. Starr 


OHN J. STARR has been elected vice president 
J and general manager of the Franciscan din- 
nerware division of Gladding, McBean & Co. of 
Los Angeles. He replaces A. R. Said, who has 
been elected executive vice president and a di- 
rector. 

Mr. Starr joined Gladding-McBean in 1952. 
Previously he was assistant sales manager for 
Castleton China, Inc., and manager of the whole- 
sale division of Georg Jensen, Inc., of New York. 


© IMPROVE COMPANY EFFICIENCY, the United 

States Glass Co. is now represented by one 
sales force for all of its products, including Tif- 
fin glass and Duncan & Miller glass. The an- 
nouncement was made by William H. Rice, gen- 
eral sales manager. Representatives include 
Lough & Amsterdam, Anton Lieberman, W. C. 
Hill & Associates, James Cocanour, W. L. Fuller- 
ton, B. H. Gieretta, G. P. Ziegler, W. M. Lamont, 
C. N. Abenheimer, C. H. Gifford, and Greenberg 
& Behm. oe w 





Can You Top This? 


AS INDIGNANT WOMAN rushed up to me the 

other day, holding a three-piece set of 
multi-colored costume jewelry that she had 
purchased in our store. The sales girl had 
refused to exchange it for her. 

“Why did she refuse to exchange it?” I 
asked. 

“Just because I bought it a little over two 
years ago,” said the woman excitedly. “When 
I bought it, they told me the set would go 
with everything, and it doesn’t go at all with 


#9? 


my new chemise dress! 


—Sol Rosenberg 
Ross Jewelers, San Diego, Cal. 
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LIQUID SILVER POLISH 


Gimplifies the care of fine silver 


IN THE HOME... 


Easy to use. Economical. 
Safe. Gentle to hands. 


suggested rd c 
retail 5 
12 ounce container 


PROVIDENCE 7,R. I. 


America’s Leading Silversmiths since 1837 
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_ CUSTOMER 
*\ SATISFACTION 


is the jewelers Ps 


4 
4 
most valued J 
4 


asset... 


A customer may forget the bargain price 
paid for a watch—but will never forget or 
forgive the jeweler who sold him a watch 
that did not fulfill its promises. 


ZOCIOC promises the jeweler— 


Superbly designed prestige * watches for 
\ men and women with “room to breathe” 
profit markup. Sold only through exclu- 
sively franchised jewelers with full profit 
protection. Pre-shipment testing and tim- 
ing. Nationally advertised the year ‘round. 
Complete dealer aid kits. Retail price 
line from $49.75 to $2500.00 (Fed. Tax 
Included ) 


ZOdIOC promises the customer— 


A superbly designed precision watch with 
an “honest-to-goodness” one year guaran- 
tee. A selection from the most complete 
automatic watch line available. A watch 
that will serve truthfully under most trying \ 


conditions and over a long span of years. \ 
\ 


\ 
\ 


* 


OGAE 


15 West 44th Street, New York 36, N. Y. 


For exclusive 
franchise information 
and catalogue, write: 


"Official watch of the Swiss Federal Railways 
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A COURT CASE TO TEST THE VALIDITY OF IRS' "GELLMAN RULING" is being considered by 
the Jewelry Industry Tax Committee. JITC is looking for representative 
cases; ideal case would be one in which the Internal Revenue Service 
denied an excise-tax refund to a retailer, but granted the refund to a whole- 
Saler, on Similar "Gellman-type" sales (sales of trophies, watches, etc., to 
non-profit groups for use as awards, premiums, etc.). 


IRS AGREES TO A TEST CASE, IF IT CAN HELP SELECT THE CASE. It also specifies 
that the trial must not be held in the 8th Circuit (this is where whole- 
Saler Gellman was handed the ruling that he did not have to pay the excise 
on sales of prizes, premiums and awards). 





INGRAHAM CO. IS BUILDING A WATCH PRODUCTION PLANT in Laurinburg, N. C. The 128-year- 
old maker of clocks, watches and timing devices expects the new 100,000 
Square-foot plant to be in operation by July. Plant will employ some 600 
persons, will produce 6 million units annually, including pocket 
watches, spring-wound clocks, electric alarms, industrial timers. Firm 
has plants in Kentucky and Toronto, and at its headquarters in Bristol, Conn. 


U. S. TARIFF COMMISSION HAS POSTPONED HEARINGS ON STAINLESS FLATWARE to Apr. 2l, 
from Mar. 17. Domestic stainless steel tableware makers are expected 
to show severe damage inflicted, they say, by unabated 1958 Japanese 
imports. The Japanese had put a quota on their 1958 stainless exports to the 
U. S., after hearings last year indicated domestic makers were being 
"gravely damaged." Quota was not honored, domestic makers complain. 


JVC IS STUDYING THE ADEQUACY OF THE FIVE COMMERCIAL STANDARDS which affect 
marking of precious-metal jewelry. Four of the standards are now 20-25 
years old; the Department of Commerce thinks they might not be effectual 
for present-day trade practices, has asked the Vigilance Committee to re- 
view them. JVC has already had one conference, with the Manufacturing 
Jewelers & Silversmiths of America, expects to meet with other groups. 


THE STANDARDS GOVERN THE MARKING OF: gold-filled and rolled gold plate 
articles other than watch cases; articles of silver in combiuation with 
gold; silver jewelry and novelties; articles made of karat gold; and 
articles made wholly or in part of platinun. 





BENRUS SAYS IT WILL REBUILD ITS ENTIRE WATCH-LINE PROFIT STRUCTURE on the 
less-markup, more-turnover principle used in the recent introduction of 
its ‘Today’ line. President S. Ralph Lazrus said the firm at first was 
worried that jewelers would not like the 40 per cent markup loss they 
would have to take in the 17-jewel, $25 'Today' models. "But our 
Salesmen found 'Today' greeted with surprising enthusiasm," says Lazrus. 


"WE ARE PROCEEDING TO BUILD OUR ENTIRE LINE ON THIS CONCEPT," Lazrus 
announces. "This is in line with our belief that reduced inventory, more 
frequent purchases and increased turnover are keys to a more=successful 
retail jewelry operation." Firm plans 50 numbers, priced from $25-$50. 





SWISS-BASED PIAGET WATCH CORP. IS FRANCHISING U. S. JEWELERS for its 18-karat 
gold, $250-and-up watch lines. The watches, new in this country, will 
be sold only in retail jewelry stores. Ads are appearing in consumer 
magazines, will appear on television. Sales office is in New York. 


HEARINGS STARTED MAR. 16 IN CONGRESS ON FEDERAL "FAIR TRADE" BILLS. Federal Trade 
Commission told the House Commerce Committee that "the fixing of resale 
prices is inconsistent with the American system of free enterprise and 
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SELL MORE GIFTS THIS SPRING WITH STEELMARK 


The STEELMARK tag, fast becoming the public’s buying 
guide to value, now helps you sell more gifts of steel. 
Through U. S. Steel’s powerful SrEELMARK merchandis- 
ing program, millions of consumers are learning that 
gifts of steel, with their look-ahead styles and lasting 
quality, are the best buys for Mother, Dad, grad or bride. 


Promoted in Life, The Saturday Evening Post, National TV. 
Four-color spreads in Life and The Saturday Evening 
Post will promote the STEELMARK as a buying guide to 
53 million consumers. Two and a half million fans of The 
Arthur Godfrey Morning Show, plus twenty-two million 


viewers of The U.S. Steel Hour will be urged to look for 
the STEELMARK tag when buying gifts this spring. 


Tie in! Send for your FREE STEELMARK display kit today! 
Full-color mobile display, giant window banner, STEEL- 
MARK tags and labels, and a valuable sales tip booklet— 
all are designed to stop and sell customers wherever gifts 
are sold! Contact your newspapers to tie-in with ready- 
made STEELMARK ads that U. S. Steel is furnishing them. 


USS is a registered trademark 


(ss) United States Steel 


mee ee = FREE STEELMARK Display KIT = — — = 


for Mothers. Dads, Grads and Brides is 
the smartest gifts ~~ / 
wear this tag 


as enanl GIFT SELECTION INSIDE 
@ § bsp » 19 
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STEELMARK PROGRAM JCK 
United States Steel 
Pittsburgh 30, Pa. 


Please send me your FREE STEELMARK display kit. | would like 
to put these U. S. Steel selling aids to work for me. 

Name 

Firm 


Address 


City 





Brietly’ cerns 


is contrary to...policy expressed...in the antitrust laws since 1890." 
Justice Department was expected to take a similar opposition view. 


"HARRIS BILL" IS MOST PROBABLE OF PASSAGE IN THE HOUSE, since sponsor Oren 
Harris (D., Ark.) is chairman of the House Commerce Committee. Its 

chances in the Senate are uncertain. Other significant bill is the one 
proposed by Rep. Boykin (D., Ala.), which gives manufacturer right to 
revoke dealers’ rights to sell product if they cut prices or use bait ads. 


FAIR-TRADE DEFENDERS TESTIFY IT DO@S NOT HURT CONSUMER, that prices in fair 
trade areas are no higher than in non-fair trade areas. 








HOUSE HAS PASSED A BILL TO GIVE TAX HELP TO SELF-EMPLOYED businessmen. It is the 


Same one passed last year, which came too late to be considered 

by the Senate. Bill would let self-employed persons defer tax payments 

on up to $2500 a year of income, for 20 years, if money was put into certain 
types of retirement plans. Tax would not be paid until the person 

retired and began drawing the money, at which time he would probably be in 

a lower tax bracket. 


A WHITE HOUSE VETO WOULD BE VERY POSSIBLE, if the bill passed the Senate, 
Since the Treasury is so strongly opposed. Treasury figures revenue loss 
would be $365 million a year if the bill were made law. It also argues 

that the bill might become precedent for like tax relief for other taxpayers. 





A "BREAK" FOR RETAILERS WHO COMPETE WITH MANUFACTURER-OWNED STORES may be coming. 


Congress is looking at a bill introduced by Alvin Bentley (R., Mich.), 
which would ban manufacturers from selling goods at retail at prices below 
those merchants must pay for the same goods. "If makers wish to operate 

in the retail field through their own retail stores, it should be in 

Such a manner that the race is even, with both starting at the same point.” 


CONSUMERS WILL TAKE ON MORE CREDIT DEBT THIS YEAR, top economists say. Business 


SBA HAS 


continues to expand, almost too fast, say the Federal Reserve Board and 
Eisenhower, both of whom fear inflation. But some powerful Congressmen argue 
that with 5 million persons still unemployed, expansion should be even 
broader than it is. 


BUSINESSMEN ARE BEING CAUGHT ON A FENCE. Each Reserve Board credit-tighten- 
ing takes buyers off the market; but each inflationary cheapening of the 
dollar takes more profit out of sales. Tremendous inflationary factors are 
indeed present. Here are some of them: 


BANK SAVINGS OF CONSUMERS ARE AT AN ALL-TIME HIGH--$353.4 billion. Americans 
in 1958 salted away a record of 6 cents of every dollar earned. 


CONSUMER CREDIT DEBT IS RISING. Buyers went on-the-cuff big in December, 
capped it in January by adding $556 million in debts. 


GOVERNMENT SPENDING IS RISING; chances are good for a large deficit in 
fiscal 1959. Any easing of taxes, small-business or otherwise, is doubtful. 


CONSUMER DEMAND APPEARS STRONG. A study by the University of Michigan for 
the Federal Reserve Board shows planned purchases are up over 1958. 


MORE PEOPLE PLAN TO BUY HOMES THIS YEAR. Almost 10 per cent of families 
interviewed in the Michigan study plan home purchases (7.5 per cent in '58). 




















LICENSED THE FIRST TWO SMALL-BUSINESS INVESTMENT FIRMS. One, the First 
Midwest Small Business Investment Co., Minneapolis, will extend loans to 
small firms in Minnesota, Wisconsin, North Dakota and South Dakota. The 
other, Citizens and Southern Small Business Investment Co., Atlanta, will 
operate in the principal cities of Georgia. Also, 21 other investment 
firms have received go-aheads from the Small Business Administration. 


THE VALUE OF CONTEST CERTIFICATES IS NOT TAXABLE, rules the Internal Revenue Ser- 


vice. If a certificate-winner uses the certificate to buy jewelry other than 
that specified on the certificate, only the goods purchased in excess of the 
face value of the certificate are subject to the excise tax, IRS says. 
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NOW...decorate a package 


in just 3 seconds! 





Economical! Average cost: a penny a loop! 
Simple! No clerk training necessary! 
Attractive ! Looks and feels like satin! 


L © Oo K : Available in a choice of practical sizes, RAPID 


: : ; RIBBON not only decorates but elasticity holds 
Ribbon and Bow f | ' packages securely. Saves time, saves money, 
, pleases clerks, and adds that valuable “touch” 

ALL : to your packages. No cutting, no tying— you 

| Ni just slip it on. Wide choice of colors, widths, 

and printed designs (we'll even imprint it with 


oO N E . your own name!) 


Write now for free samples of Rapid Ribbon! 
With attached ready-made 


bow... just slip it on! 


RAPID RIBBON DIVISION 
Chicago Printed String Company 
2300 Logan Boulevard, Chicago 47, Iil., Dept. JCK-49 








With attached Satintone me | 

: . . [] Send free samples and complete information on 
pull-out bow... just pull ‘ time-saving Rapid Ribbon loops. 
out bow loops slip it on ' [] Have your representative call on me. 
... There’s your package— 
beauty wrapped! 


Name __. 
Title __. 
Store 
Street ___ 


*patent no. 2,851,787 
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A MATTER Yaf OF TIMING 





3786 AMERICANA 3731 SCONCES 
battery-powered, $40 retail $20. pair retail 


Now they want “Early American” and ance. These are but a handful of the 
Syroco’s got it—two ways! With either new Syroco Wall Clocks illustrated and 
battery-powered or 8-day jeweled described in our 1959 catalog. Write for 
movements. Tie-in with the style leader, it today! 

the company whose business it is to Designs by Harry Laylon. Minimum 
stay on top of the trends. That would order, new accounts, $100. All prices sug- 
be Syroco, of course, the name that gested retail, slightly higher in West. See 
occurs to customers looking for deco- Syroco at all jewelry, furniture, gift and 
rative interest and dependable perform- housewares shows. 


permanent NEW YORK 225 Fifth Avenue + CHICAGO 1526 Merchandise Mart * LOS ANGELES 1011 Furniture Mart 
HIGH POINT 251 Southern Furniture Exposition Building + DALLAS 269 Home Furnishings Mart 


showrooms 


SYPACUSE ORNAMENTAL CO., INC. - DEPT. J49 - SYRACUSE 2, N. Y. 


3784 FLOWERS 
battery-powered, $50. retail 





The J 








ees 


RJA and JC-K Will Co-Sponsor 
Study of Jewelry Store Costs 


a small base, consisting of replies 
from an average of only 80 stores. 
Todd & Draper Corp. of New York 
gathered the information for NRA. 


The retail jewelry industry will 
soon have a clear, full, up-to-date 
picture of itself, as the result of 
a comprehensive, coast-to-coast 
study of jewelry store income, out- 
go, net profits and methods of 
doing business. 

This long-needed information 
will result from an agreement be- 
tween JEWELERS’ CIRCULAR - KEY- 
STONE and the Retail Jewelers of 
America, Inc., to co-sponsor an op- 
erational study of the nation’s 
jewelry stores. 

The suggestion for the project 
—to be financed half by the maga- 
zine and half by the association 
and to be planned by both parties 
—was advanced by JC-K. It was 
accepted on March 4 by Arnold A. 
Schiffman, RJA president, after 
several meetings of RJA’s Re- 
search Committee. 

“In scope, in method, in relia- 
bility and in practical usefulness 
to individual jewelry stores of all 
types and sizes, the forthcoming 
study may be expected to surpass 
anything that has been done in the 
past,” Schiffman declared. 

This allusion to the past re- 
ferred to the smaller-scale opera- 
tional surveys which had been con- 
ducted for ANRJA during most 
years since 1919 by the Harvard 
School of Business, the Jewelers 
Board of Trade, Alderson & Ses- 
sions, or New York University. 
(Last year’s survey was based on 
fully completed questionnaires from 
177 stores.) 

Likewise, the National Jewelers 
Association (now merged with 
ANRJA into RJA) conducted op- 
erational surveys among its credit 
jeweler members between 1946 and 
1956. But these studies also had 
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Several Thousand Questionnaires 


The cooperative research proj- 
ect, by the association and the 
magazine, will be broader in all 
respects than past years’ studies. 

It will have a larger base. 
Questionnaires will be mailed, dur- 





NO ROYALTY CHARGES: Rita 
Mueller, picked by retai! jewelers, 
in a poll conducted by Feature 
Ring Co., as “Queen of Diamonds” 
for 1959, is available for in-store 
promotional events of retailers, or 
for radio or television publicity, | 
without royalty charges. Feature | 
Ring is preparing ad mats, dis- | 
plays, suggested newspaper re- 
leases, to help jewelers make the | 
Queen’s appearance an outstanding | 
| community event. 























ing April and May, to several 
thousand jewelry stores. 

It is planned to produce an ac- 
curate picture of conditions within 
the jewelry industry. Names of 
jewelers receiving the question- 
naires will be selected on a scien- 
tific random-sample basis, from 
the Jewelers Board of Trade Ref- 
erence Book. In addition, there 
will be personal field work by in- 
terviewers who will visit a num- 
ber of non-respondents to spot- 
check, right in the stores, the 
experiences of jewelers. 

It will be of greater use to both 
credit and cash jewelers. Sales 
percentages and cost-of-business 
figures will be shown separately 
for both types of operation. Facts 
about carrying charges and per- 
centages of taxable and non-taxa- 
ble sales will be developed. 

It will provide a more accurate 
guide for stores of all sizes. In- 
come and expense figures and com- 
modity sales will be shown for 
typical stores in eight different 
volume groups, ranging from small 
businesses with yearly sales of 
less than $20,000 to high-volume 
stores in the million-a-year brack- 
et. 


Retailer Responses Essential 


“About one jewelry store in 
every ten will receive a question- 
naire,” said Seymour Greenberg of 
the Royal Diamond and Watch Co., 
Yonkers, N. Y., who is chairman 
of RJA’s Research Committee. 

“It is to be hoped that every 
jeweler who gets a questionnaire 
will answer it as completely as he 
possibly can—with actual figures, 
if he has them; otherwise, with 
his best estimates. 

“Because we are using a scien- 
tifically selected sample, each jew- 
eler who receives a questionnaire 
will be representing not only him- 
self but also at least ten other 
jewelers with stores of similar 
size. 

“Thus an answer from every 
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jeweler who receives a question- 
naire is important—not only for 
his own response but because 
every jeweler’s return ‘represents’ 
ten other jewelers of similar vol- 
ume size. 

“No names are required. No one 
will ever know—or can ever know 

individual figures from any re- 
porting store. Jewelers may an- 
swer the questionnaire in full con- 
fidence that their figures will be 
pooled with figures from hundreds 
of other jewelers.” 

Members of Greenberg’s Re- 
search Committee are Alan David- 
son of Thomas Long Co., Ince., 
Boston; Thomas S. Fox of Fox 
Jewelry Co., Grand Rapids; Dur- 
ward B. Howes III of B. D. Howes 
& Son, Los Angeles; Oscar Kind. 
Jr. of S. Kind & Sons, Philadel- 
phia; Jay Lighterman of Tappin’s, 
Inc., Newark; Henry Ruhl of 
Harrisburg, Pa., and Leo Weisfield 
of Weisfield’s Portland, Ore. 

Bernard N. Burnstine, executive 
vice-president of RJA; Arthur E. 
Wienslaw, RJA’s New York office 
manager, and William Wagner, 
credit consultant to both RJA and 
JC-K, met with the Research Com- 
mittee and JC-K representatives. 
in planning the study. 


Privacy Assured 


The fact-gathering and tabula- 
tion involved in this study will be 
handled by “a third party’”— 
Chilton Research Services of 


Philadelphia. Thus, the confiden- 
tial nature of questionnaires will 
be protected inasmuch as no one 
outside of the Chilton Research 
Services will have access to the 
replies of the individual respon- 
dents. 

Jack Kofron, Chilton’s director 
of research, formerly was project 


manager and study director for 
National Analysts, Inc. Among his 
projects was a $250,000 study of 
installment credit in the purchase 
of new automobiles. This task was 
performed for the President’s 
Council of Economic Advisors and 
also for the Federal Reserve Sys- 
tem. 


Russia eyes world watch market, plans 
to produce 200 million units by 1965 


Russia wants to corner its 
bear’s share of the world watch 
market in the next seven years. 

The Soviets are planning a boost 
of 40 per cent in their watch pro- 
duction capacity by 1965. Target 
during the next seven years is 200 
million watches, most of them for 
export. 

In addition, Red watch tech- 
nicians are in a_ state-ordered 
drive to improve both mechanical 
and design features of their time- 
pieces. 

The vast expansion of the Rus- 
sian watch industry was tipped off 
by N. Volkov, director of Russia’s 
biggest watch factory, in a Feb. 7 
article in ‘“‘Moskovskaya Pravda’’, 
Moscow’s big daily newspaper. 


“In case of need” 


The article, translated inforimal- 
ly by the U. S. Library of Congress 
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ALOHA FOR ARNOLD: President Arnold A. Schiffman of the Retail Jewelers 
of America, Inc., and Mrs. Schiffman laughingly accept traditional Hawaii 
greetings, on their arrival by plane in Honolulu for the annual banquet of the 


Hawaii Jewelers Association Mar. 7. Schiffmans arrived on the same plane on 
which 35 vacationing members of the American Gem Society were passengers. 
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for JEWELERS’ CIRCULAR - KEY- 
STONE, reveals the clear intention 
of the Reds to challenge the Swiss 
as the world’s largest watch-mak- 
ing country. 

It also reveals plans to step up 
training of workers to staff its 
new watch-production lines, notes 
that the plants and skills involved 
in watchmaking can be _ shifted 
easily to making “other” precision 
instruments “in case of need.”’ 

The article notes that Soviet 
watch production jumped from 
zero 25 years ago to 3 million move- 
ments in 1940. The industry will 
turn out about 25 million move- 
ments in 1959. Under the new 
seven-year plan of the Soviet state, 
capacity will be increased to 35 
million movements annually by 
1965. U. S. makes some 7 million 
movements a year, imports twice 
that many. 

The free world watch industry is 
apparently aware of the threat of 
Russian manipulations in their 
field. The Volkov article starts off 
with a reference to a meeting last 
summer in Switzerland between 
watch industry spokesmen from 
Switzerland, England, West Ger- 
many and France, called it says, 
to discuss ways to combat the Red 
threat. 

French spokesmen walked out of 
the meeting, Volkov reports, saying 
they intended to increase their 
Russian watch purchases. The 
article says one French firm, 
which it names as “Mizre,” is a 
large buyer, placing Russian move- 
ments in French-made cases. In 
Brussels, a large department store 
was said to be a large buyer of 
Russian watches, ostensibly has 
held displays with pictures of Red 
watch production factories. 

Volkov says Russia has _in- 
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creased the number of countries 
with which it trades from 40 in 
1946 to 70 now. USSR is already 
the principal supplier of watches 
to the satellite countries, sells 
large quantities in Afghanistan, 
Egypt, India, Pakistan, Greece, 
and Denmark. Recently, several 
firms in Canada have placed or- 
ders, the author asserts. 

The author boasts that many 
firms in capitalistic countries have 
been forced by consumer demand 
to give “prominent position” to 
displays of the Red “Era” watch, 
the best the country produces. 

In Moscow, an _ inexpensively- 
made watch sells for about $30 at 
tourist rates of exchange. 


Zale sales $40 million 
for year ended Mar. 31; 


chain has 122 stores 


A gilt-edged invitation to buy 
diamonds direct from the redoubt- 
able World Diamond Syndicate in 
London the addition of 22 
stores already operative, and the 
construction or purchase of at least 
10 more . stock listing on the 
American Stock Exchange... vir- 
tually no long-term debt. 

This is the 1958 record of what 
in 1924 was an embryonic one- 
store experiment in tiny Wichita 
Falls, Tex. Zale Jewelry Co., Inc., 
today operates perhaps the largest 
group of jewelry stores in the 


world under one management. 

At its semi-annual sales confer- 
ence in Dallas recently, 135 man- 
agers, district managers and su- 
pervisors heard glowing reports 
of 1958 successes, then got down to 
1959 planning, including choosing 
of new merchandise (Zale man- 
agers are largely their own bosses, 
can choose their own merchandise 
from the Zale-owned Texoma 
wholesaler division, have wide 
price-setting leeway). 

During one hour of each of the 
four days in which they met, man- 
agers gathered to hear John Shir- 
ley of the Communications Insti- 
tute of America lecture on psy- 
chology in merchandising. 

Big emphasis at the meeting 
was on diamonds and diamond 
watches, which constitute almost 
40 per cent of Zale’s sales volume. 
With the invitation to buy from 
the Syndicate in London, the firm 
can now cut, polish, set its own 
gems to order, in its New York 
shops, can “pass savings along to 
customers.” 

Zale President Ben  Lipshy 
pointed out to managers that the 
firm will move more and more into 
suburban stores in the coming 
year, but only after substantial 
market research “can foresee a 
sound pattern of growing purchas- 
ing power.” 

As of last month, the chain to- 
taled 122 stores in 22 states (in- 
cluding 7 stores not yet operative). 


Zale Executives Jim Wilson, Al Gartner, Ben Lipshy study newspaper ads 
for store managers, psychology courses 
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Corrigan’s in Houston 
gets nod of judges as 
top ‘‘Brand Name” store 


Corrigan’s, Inc., prominent 
jewelry firm in Houston, Tex., has 
been named 1958’s “Brand Name 
Retailer of the Year’ in the 
jewelry-store category, in the 
Brand Names Foundation’s 11th 
annual competition. 

A panel of 25 judges, including 
Alvin Fink of Fink’s Jewelers in 
Roanoke, Va., last year’s winner, 
chose Corrigan’s from 18 jewelry- 
store finalists. 

Four finalists were given run- 
ner-up certificates of distinction: 
Sharp’s Jewelry in Algona, lowa; 
Sterling Jewelers in Fayetteville, 
N. C.; Kahn Jewelers, Inc., in Pine 
Bluff, Ark.; Cooper’s, Inc., in 
Portsmouth, Va. 

Winners were chosen for excel- 
lence of 1958 brand-name adver- 
tising and promotion campaigns, 
and for effectiveness in educating 
customers on the advantages of 
buying brand-name products. En- 
tire competition included 26 store 
categories. 

Winners will be honored in New 
York Apr. 13-15 at various affairs. 


United Jewelry Show has 
credit-rating service 

Exhibitors in the twice-yearly 
United Jewelry Shows in Provi- 
dence will now be able to find out 
which show buyers pay their bills 
on time and which do not. 

The UJS organization, which 
sponsors shows’ especially for 
wholesalers and jobbers, is estab- 
lishing a United Jewelry Show 
Trade Clearance Bureau which, it 
savs confidently, will be ready to 
provide credit ratings on buyers 
before the May 2-10 event gets 
under way. 

Exhibitors are already providing 
the Bureau with names of whole- 
salers and jobbers who have in the 
past taken more than 60 days to 
pay for Show purchases. Only ex- 
hibitors who do submit such in- 
formation will be able to use the 
Bureau to gain information. 

Bureau will give exhibitors a 
24-hour service, with data on pay- 
ing habits of buyers large and 
small, including experiences of 
other firms with particular buyers. 
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New U. S. watch firm 
will market 17-jewel 
‘‘Jaro’’ model for $14.95 


International Business Entre- 
preneur Jacob Shriro will begin 
production this month of a line of 
7- and 17-jewel watches priced at 
$12.95 and $14.95; a brand new 
plant at Strasburg, Pa., will make 
the watches as Precision Time 
Corp. 

Precision Time is an American 
division of the International 
Shriro Group, which operates 
branches and companies through- 
out the world from its New York 
headquarters. 

Says Shriro of the new watch 
line, called “Jaro”: “As a result 


Jj 


Precision Time’s “Jaro” watch 
“by Americans, for Americans” 


of the increased (watch) duty 
levied in 1954, we decided that the 
domestic market represented an 
opportunity for an efficient Ameri- 
can operation. We considered the 
total market carefully and feel 
that the Jaro watch fills a long- 
felt need for an accurate, smart- 
looking, low-priced jeweled-move- 
ment timepiece made by Ameri- 
cans, for Americans.”’ 

According to Shriro, Jaro is the 
first and only wrist watch in this 
or any other country equipped with 
long-life “V” jewel bearings. 
Watches will have five adujstments 
—the words “Five Adjustments” 
will be stamped on Jaro move- 
ments in the place in which im- 
ported Swiss watches are gener- 
ally stamped “unadjusted.” 

Watches will also have water- 
proof and shockproof movements, 
sweep second hand, luminous 
hands and hour markers, unbreak- 
able mainsprings, plus antimag- 
netic and ultrasonic processing. 
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One of Jaro’s most salable fea- 
tures is its 400-day movement re- 
placement guarantee, which prom- 
ises that any movement found to 
be defective will be replaced, not 
merely repaired. Firm officials em- 
phasize that such replacement will 
be made in a matter of days. 

A full package of dealer aids is 
being offered free. According to 
firm officer Irving H. Roth, 
watches will be sold in _ both 
jewelry-store and non-jewelry- 
store outlets. A national advertis- 
ing campaign is planned. 


Swiss will unveil 46 


new watches at Fair 


A lady’s cocktail watch, fitted 
slantwise on the bracelet so that 
damselbow-raisers can get the time 
without spilling their drinks, is a 
very bizarre one of the many watch 
innovations which will be unveiled 
at the Swiss Watch Fair Apr. 11- 
21 in Basle. 

Along more technical veins, there 
will be these new watch develop- 
ments: 

@ Major changes in self-winding 
models, including one in which the 
oscillating rotor moves around the 
outer edge of the movement, thus 
eliminating the wear inherent in 
automatics with central rotors. 

@ An automatic watch which elim- 


inates the troublesome brake 
spring. This watch also has a de- 
vice which will not allow the main- 
spring to hook when the move- 
ment is subjected to shock. 

@ A calendar mechanism without a 
pushpiece, which need not be taken 
apart for cleaning. 

Overall trends will be toward 
more automatics, better calendar 
mechanisms, smaller, flatter ladies’ 
movements, futuristic designs. 


R. F. Simmons buys 


Pitman & Keeler 


R. F. Simmons Co., 85-year-old 
jewelry maker in Attleboro, Mass., 
has purchased Pitman & Keeler, 
Inc., maker of men’s and ladies’ 
jewelry in Attleboro. 

President Hayward H. Sweet of 
Simmons said Pitman & Keeler 
will become a division of Sim- 
mons. “This transaction,” he said, 
“means the continuance of the 
same quality line of men’s and 
ladies’ jewelry that made Pitman 
& Keeler a leader in the jewelry 
field. 

“The lines will continue to be 
styled by the same designers and 
serviced by the regular sales rep- 
resentatives.” 

Former owner Robert L. Pitman 
of Pitman & Keeler has not dis- 
closed future plans. 





BUSINESS WITH PLEASURE: Pierrepont T. Noyes (left), Oneida’s vice- 
president and general sales manager, up at Snow Ridge, N. Y., to help present 
Oneida trophies to the winning skiers in the Oneida Silversmiths Trophy Slalom, 
enjoys a laugh with Rudy Kuersteiner, director of Snow Ridge’s ski school. 
The Oneida slalom, run Mar. 7-8, drew most of the East’s top skiers. 
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Minnesota RJA elects 


Elmquist new president 


Members at the 55th annual 
convention of the Minnesota Re- 
tail Jewelers Association in Feb- 
ruary in Minneapolis elected Don- 
ald Elmquist 1959 president. 

Elmquist, who was vice-presi- 
dent last year, owns Elmquist 
Jewelry in Willmar, Minn. Other 
1959 officers: Tom Stafford of St. 
Cloud, vice-president; Arthur 
Jacobson of Wheaton, secretary; 
Matthew Miltch of Grand Rapids, 
treasurer. 

Some 900 jewelers registered at 
the two-day convention and trade 
show, at Minneapolis’ Nicollet 
Hotel. 


IRS may allow $20 a day 
tax-free on buying trip 


The Internal Revenue Service, 
which has been insisting all along 
that a retail buyer can get along 
on $15 a day in New York (or any 
other major market), is thinking 
about upping this limit to $20 per 
day. 

The National Retail Merchants 
Association showed the IRS a sam- 
ple of expense receipts piled up by 
retail buyers in New York, to show 
that the $15-per-day figure is un- 
realistic. Buyers must pay hotel 
bills which themselves average $12, 
NRMA explained, in addition must 
pay for meals, taxicabs, bus, sub- 
way, incidentals. NRMA wants the 
ceiling set at $25 per day, but $20 
looks like the best compromise that 
can be wrung out of IRS at this 
time as the limit for business ex- 
pense deductions. 


Crown Silver buys 
Revere Silversmiths 


Crown Silver, Inc., New York 
maker of sterling holloware, silver 
baby goods, brass giftware and 
Hasselbring Silver, has purchased 
Revere Silversmiths, Brooklyn 
sterling holloware maker. 

Entire Revere line will be made 
by a new firm—Revere Silver Co. 
division of Crown Silver, at 50 
Walker St. in New York. 

Crown Silver has now  pur- 
chased three silver factories in 
the past three years. 
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Interesting Jewelers—Henry Lambert 


“It is infinitely better for a child to get used to a Boy Scout knife 
than a switchblade knife. ...” This is how New York Jeweler Henry 


L. Lambert justifies his very active devotion to New York’s 12,000 
Boy Scouts. He’s been president of the vast Manhattan Council of 
the Scouts since early 1957. Two years before that he was recipient 
of their highest award, the Silver Beaver (photo.) 

The man himself, at 55 a sort of elder Prince Philip, is the proto- 
type of what all good Scouts would become. He is a noted sportsman, 
humanitarian, and prominent New York social figure. In business 


Henry Lambert (right) with Manhattan Scouts’ we Award 
. friendly, courteous, kind, wealthy, sporting . 


he is the ‘ihiinaaialiaii of one of New York’s more affluent jewelry 
stores, Lambert Bros. Jewelers, Inc. He, and his brother Victor A. 
Lambert (president of the suave Lexington Ave. firm and likewise 
active in sundry fields outside the industry), annually award the 
famous August V. Lambert trophy, set up in 1936 to honor their late 
father; trophy is emblematic of Eastern college football supremacy. 

Henry is a member of the international St. Hubert Club sports- 
men’s set, is a crack golfer and tennis player. Not content merely 
with fund-raising for New York’s welfare causes (Rheumatism 
Foundation, New York Lighthouse for the Blind, others), he per- 
sonally supplies, at cost, the Braille watches that the city’s many 
blind, ex-veteran newspaper dealers must have. 

He and Mrs. Lambert have countless friends high up in New 
York’s sports, political, theatrical whirls, like to entertain at their 
fashionable Park Ave. home, often with coverage by the New York 
press. Mayor Wagner, Jackie Robinson are frequent guests. 

The Lamberts’ first love, though, is the Scouts (Mrs. Lambert 
served as women’s committee chairman of the 1957 Scouts cam- 
paign). In 1958 the couple joined 35,000 boys at the International 
Golden Jubilee of Scouting in Birmingham, England, waded through 
the entire rainy, mud-flooded encampment. Both were at the Valley 
Forge Jamboree, are in the thick of Manhattan’s gigantic exposi- 
tions. For his two sons, both in college, Lambert’s wish is that they 
“grow up healthy, and be good citizens,” and fulfill what he feels 
is every citizen’s legacy—the propagation of man’s humanity to man. 

















FOR PARAPLEGICS, A FRIEND: 
Dr. Alois Bruegger, famed Swiss 
neuro-surgeon and winner of the first 
Arde Bulova Memorial Fellowship 
(given by the World Rehabilitation 
Fund), examines watch movement re- 
paired by paraplegic Navy veteran 
at Bulova School of Watchmaking, 
Woodside, N. Y. Dr. Bruegger will 
take intensive study in New York, 
will then direct Switzerland’s only 
paraplegic center, at University Hos- 
pital in Basel. 


FOR TOP LEGITIMATES, GRUEN: Gruen Guild watches were chosen by the 
American National Theater Academy for presentation to the recipients of its 
first annual “best actor” and “best actress” awards. Winners are Kim Stanley, 
star of Eugene O’Neill’s “A Touch of the Poet,” and Jason Robards, Jr., lead 
in O'’Neill’s “Long Day’s Journey Into Night.” 


FANS OF DAVE GARROWAY: The national sales force of Amity Leather 

— ; Products Co. heard firm executives discuss 1959 sales and advertising program 

egg ta a et tor ah oo Soak at annual meeting in February in St. Louis. Conference highlight was the 
comes incoming ceiilicoes Joseph announcement that Amity billfolds will be advertised on Dave Garroway’s 
“Today” show for the third consecutive year. Sales volume last year was the 


Skinner at Canadian Jewelers con- d ; 
vention. biggest in Amity’s 44-year history. 
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Want Fast Action 
BUCKAROOS ? 


tWwanna relocate--get rid of 
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Tomorrow’s customer: 
who and where he'll be STATE OF THE JEWELRY BUSINESS 


To help gage tomorrow’s mar- (Tabulated each month, to help readers spot industry trends) 
kets, note these significant trends IMPORTS 
reported by the U. 8S. Census % change % change 
Bureau. You can obtain analyses from Jan.-Dec. from Jan.- 
of these and other trends for 35 Dec. 1958 Dec. 1957 1958 Dec. 1957 
cents, from the Census Bureau, WATCH MOVEMENTS (units) 
Washington 25, D. C.; ask for 0-1 jewel 651,729 +.20.0 5,290,139 —8.9 


, : <a 2-7 jewels 123,236 +32.2 1,252,794 +7.9 
Current Population Reports, P-25, 8-15 jewels 1825 49941 4.33.7 


4,805 
Numbers 193 and 194, 16, 17 jewels 326,457 —33.9 4,690,633 -—24.8 
@ There is a tremendous rate of over 17 jewels 2,138  —23.4 21,804 +9.2 
increase under way in the number All Movements 1,108,365 —~iA SMe | -th 
of U. S. children of elementary- DIAMONDS 
and high-school age. : uncut, by carats 189,764 +1678 1,137,000 +118 
@ The college - age population, uncut, by value § $8,264,279 +71.7 $73,408,623 -—5.4 
after a brief downtrend, again is cut, by carats 79,549 + 66.0 718,422 +418.1 
gaining in number. cut, by value $7,885,358 +47.4 $68,064,819 +42 
@ Working adults (18 to 64) are CULTURED PEARLS $1,077,327 4+.34.7 $10,347,076 +8.8 
increasing by some 5.5 million a IMITATION STONES $1,193,289 +116.8 $9,310,690 
year, slowest rate of growth in 
any age group. EXCISE TAXES 
@ Every year, there are some % change % change 


850,000 additi l h holds in from Oct.- , from Jan.- 
a U ." Bree iy 1958 Dec. 1957 Dec. 1957 


@ There are now about 6.8 mil- AMOUNT COLLECTED $31,681 


lion households in the U. S., 16 per 
cent more than in 1950. (U. S. 
population is rising at the rate of % change 
15 per cent a year.) rom “Dec. from Jan.- 
@ The New England states and Jan. 1959 Jan. 1958 Dec. 1957 
the Great Plains states have pro- MARRIAGES 96,000 +5.5 —4.8 
portionately more persons 65-or- BIRTHS 

more years of age than other 
states. FAILURES 


@ The South Atlantic States show ‘. : Fhe ee 
most rapid growth in population Feb. 1959 Fer 1958. 1959 Feb. 1958 


= — by sine wet : CASH JEWELERS 17 | 32 0.0 
e South and Mountain States INSTALLMENT JEWELERS a 0.0 


have proportionately more children WATCH REPAIRERS 0.0 
5 to 17 than do other states. High- WHOLESALERS a + 60.0 
est: South Carolina, New Mexico, MANUFACTURERS 

Mississippi. Lowest: New York, 
the District of Columbia. WHOLESALE JEWELERS’ 

@ Nevada and Alaska have most SALES | JANUARY 1959 

rapid growth in children 5 to 17. JANUARY 1959 : % change 
Other states where youngsters are ‘ o% ch | from 
fast-increasing in numbers: Flori- —— ov ! FINE JEWELRY Jon. SES 


ee apr sliag a “a8 in Jan.1958 Dec. 1958 | WATCHES 412.0 
_ — is age bracket is SALES 417 _50 | SILVERWARE, 
ne: nae INVENTORY —6 +4  ; CLOCKS +08 
@ City households are gaining by , 

Paty ' COSTUME 
some 1 million a year. But farm 
households are shrinking in num- 


wary Coen rey © 70: METAL PRICES—MID-MARCH 1959 
(troy ounce, large lots) 


PLATINUM’S PROGRESS: In the a Seta 
last three months platinum prices . 
have soared from $52 per ounce to SILVER $.91 3/8 +3.0 
$77, a 48 per cent leap up. Big rea- PLATINUM $78 +4.0 
son: Russia, a major platinum sup- PALLADIUM $18 —5§.3 
plier, suddenly stopped selling in the IRIDIUM $80 +-14.3 
free-world market, and demand in- 
creased sharply. 


VITAL STATISTICS 
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American Gem Society members celebrate 
2oth anniversary, elect Moon president 


DOING 


BUSINESS: 


AGS members 


identify gems at lab session. 
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FORGING AHEAD: 


Lester Moon of Moon’s Jewelry 
in Tallahassee, Fla., was elected 
president of the 25-year-old Ameri- 
can Gem Society at its Conclave 
Feb. 28-Mar. 3 in Los Angeles. 
Moon, active in Society efforts for 
15 years, succeeds Harry R. Ger- 
ber, president of Bramley & Co., 
White Plains, N. Y. 

A record 312 Society members 
gathered with their families and 
guests Feb. 28 at the Ambassador 
Hotel for the dinner commemorat- 
ing the 25th anniversary of the 
tounding of AGS. Guests of honor 
were Founder Robert M. Shipley, 
Sr., Mrs. Shipley, and the 10 past 
presidents. Speaker William Pres- 
ton, Jr., of F. J. Preston & Son in 
Burlington, Vt., outlined activities 
the Society will undertake in the 
future in “developing its influence 
toward the greater prestige and 
prosperity of its industry.” 


JC-K’s Salute Is Shown 


JC-K’s “Salute to AGS,” a 36- 
page section in this magazine’s 
March issue, was a major high- 
light of the evening’s program. 
Color slides of the special section 
were projected against a screen, as 
a tape-recorded message from Lans- 
ford F. King, publisher of JC-K, 
congratulated the founders, officers 
and members of the Society. 

Numerous decisions and sugges- 
tions were handed down at AGS 


AGS chiefs past and present stand for their portrait 


on the eve of the Society’s 26th year of existence. From left: Lester W. Moon, 


new president; 


Mrs. 


Robert Shipley and husband Robert M. Shipley, Sr., 


Society founder; and Harry R. Gerber, outgoing president. 
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committee sessions. The Interna- 
tional Committee advocated that 
AGS provide current information 
on gem-stone prices, plus revised 
instruction on gem appraisal. Inter- 
national also advised the Admis- 
sions Board to ferret out appli- 
cants who use poor-taste or decep- 
tive advertising. 

The Advertising Committee 
asked more money for national ads 
this year. William Banning, who 
handles all AGS advertising, cited 
figures to show the effectiveness 
of the Society’s ad program in Sev- 
enteen magazine. He also reminded 
members to promote their AGS ti- 
tles publicly to help boost business. 

“The Diamond Standards Com- 
mittee instructed AGS to purchase 
several diamonds in the two-carat 
size range, for use in the study of 
the various color-grading problems 
of larger stones. Committee this 
year will draw up definitions of the 


specific qualities in diamond color, 


cut and clarity, as used by the ma- 
jority of AGS members. 

As at every Conclave, lab 
sions were most popular. Technical 
lectures were given by Dr. Richard 
Jahns of California Institute of 
Technology; Richard T. Liddicoat, 
Jyv., director of the Gemological In- 
stitute of America, and by GIA 
members Lester B. Benson and 
John G. Ellison. Ernest G. Reuter 
of Leys, Christie & Co. in New 
York showed how to evaluate 
pearls. 

A panel discussion on the use of 
the Diamondscope in merchandising 
was given by Howard Henkes of 
Los Angeles; Rex Hamaker of Eu- 
gene, Ore.; and Kenneth Moore of 
the Gemological Institute. 


ses- 


Father’s Day celebrates 
50th birthday 1959-’60 


This year and next, the Father’s 
Day Council is planning a mam- 


moth 50th Jubilee Anniversary 
celebration of the founding of the 
Day in 1910. 

For the 1959 event on June 21, 
the Council will publicize in all 
Council says; average expenditure 
advertising media. 

Council suggests that May 28, 
the date of the “Father of the 
Year” luncheon at the Waldorf- 
Astoria Hotel in New York, is the 
coordinated, unified date for be- 
ginning Father’s Day promotions. 
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Retiring President Benjamin Lazrus and Successor S. Ralph Lazrus 
in place of a $2 raise, listing on the Stock Exchange 


Benjamin Lazrus retires 
as Benrus president; 
brother Ralph succeeds 


Benjamin Lazrus, whose debit- 
to-credit narrative of American 
business enterprise has few peers, 
will step down next month as 
president of the firm he founded, 
Benrus Watch Co. His brother, 
Treasurer and Co-Founder 5S. 
Ralph Lazrus, becomes new chief. 

Benjamin, 65 years old, plans to 
involve himself even more fully in 
philanthropic efforts; he now 
holds active executive posts in at 
least a dozen major Jewish phi- 
lanthropy groups. 

Ironically, it was the denial of 
Benjamin’s request for a $2 raise 
in 1916, when he was working 60 
hours a week for Untermeyer, 
Robbins & Co., New York importer 
of watch movements, that helped 
make possible the firm which to- 
day has American Stock Exchange 
listing with $8.5 million capitali- 
zation. 

No raise? 
old Ben quit. 

A short second job as a sales- 
man for Bulova Watch Co. gave 
way to the demands of the U. S. 
Army, and Ben spent two dog-face 
years, some of the time overseas. 

The war over, Ben set up a small 
watch business of his own in New 
York, buying Swiss watches and 
selling them to retailers. The 
business grew, and in 1923 Ben 
was joined by his two brothers, 
Oscar and S. Ralph. 

Soon, Ben went to Switzerland, 
to try to set up a direct-import 
deal. There, the Swiss refused to 


Desperately, 22-year- 
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sell him the brand-name watches 
he had been selling in the U. S., 
since these same names were so 
widely registered in Europe. They 
would, though, let him import 
their movements under a new 
brand name. So he took the first 
three letters of his first name, 
fused them to the last three let- 
ters of his last name, and became 
what today is the biggest U. S. im- 
porter of watch movements. 


Reed & Barton builds 


new flatware plant 


A two-story building 150 feet 
long and 80 feet wide is being built 
in Taunton, Mass., by Reed & Bar- 
ton, to provide needed space for 
its expanding sterling flatware 


business. Completion date 1s set 
for July 1. 

Building will “relieve the pres- 
sure brought on by our continually- 
increased flatware volume,” says 
President Roger S. Hallowell. Firm 
has introduced seven new sterling 
flatware designs since 1952. Build- 
ing will be the fourth addition to 
the firm’s manufacturing facilities 
in the latest decade, will annex the 
present flatware-making building. 

Significantly, the front of the 
building is being built so that it 
can be removed easily; designers 
had an eye toward the ’60’s, when 
the marriage rate is expected to 
increase by 75 per cent. 


Smith remains president 
of Board of Trade 


William E. Smith, president of 
Irons & Russell Co. in Providence, 
was reelected president of the Jew- 
elers Board of Trade at a board 
of directors meeting Feb. 20. 

Also reelected: Raymond R. 
Sturdy of Cheever, Tweedy & Co. 
Inc., North Attleboro, Mass., first 
vice-president; Edson W. Sawyer 
of Improved Seamless Wire Co. in 
Providence, second vice-president; 
Horace M. Peck, treasurer; Vin- 
cent F. Chapman, secretary and 
assistant treasurer; and Stewart 
W. Stolworthy, assistant  trea- 
Surer. 





TWO TICKETS TO TOKYO: Neil F. Pendergast (third from left), 21-year- 
old partner in Maratskey Jewelers, 72-year-old Hudson, N. Y., jewelry firm, 
receives two Northwest Airlines tickets to Tokyo, Japan. Two-week trip was 
first prize in a contest sponsored at the RJA show in New York, last August, 
by the Cultured Pearl Association of America. Unmarried Pendergast will give 
his second ticket to Francis Martin, a friend. From left in photo, snapped at 
the Pearl Association’s annual banquet: H. Kato of the Japan Trade Center; 
Joseph D’Elia, association president; Pendergast; Miss Orient of Northwest 
Airlines; Louis Borrelli of L. Borrelli Co. (he will show Pendergast the pearl 
business in Japan); and Jean Maurel, Northwest Airlines representative. 
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“FORWARD IN UNITY”: Committee chairmen for the 50th anniversary cele- 
bration of the New York State Retail Jewelers Association May 2-4 hope to 
baptize their new “forward in unity” slogan with appropriate meaningfulness, 
as they prepare for their biggest convention ever. Sitting: Josephine Flint; 
Bahler Thibault; Harold T. Lennon; Alfred Rapp; Phillip Sonne. Standing: 
Nicholas Balzana; William Darrigrand; Samuel Levinthal; David Cramer. 





New Jersey group buys 
Flex-Let, may expand 


A New Jersey group of business- 
men headed by Rudolph UH. 
Bernau, president of Forstner, Inc., 
has purchased all of the stock of 
Flex-Let Corp., large expansible- 
watchband maker in East Provi- 
dence, R. I. Bernau’s interest re- 
portedly is personal, has no con- 
nection with Forstner. 

Flex-Let will continue to operate 
under its own name and with its 
current staff. 

Plans for the future are not yet 
finalized; group expects, however, 
to maintain Flex-Let’s production 
staff of 250. 

Whether Flex-Let’s lines will be 
expanded has not been announced. 
sernau said it is too early to 
answer this question. 

Forstner, in Irvington, N. J., 
manufactures jewelry, watch 
chains, necklaces, belts and watch- 
bands. 


Only students may enter 
sterling design contest 


The 1959 “Sterling Today” hol- 
lowware design competition, being 
sponsored for the third year by the 
Sterling Silversmith Guild of 
America, is open only to design 
students. 

In 1957 and 1958 the competi- 


designers—today’s students of de- 
sign. 

Any resident of the U. S. taking 
design courses at the college level 
may submit sketches or photo- 
graphs of hollowware pieces useful 
in the home. Entry deadline is 
June 1. 

There will be seven cash awards 
totaling $1,100. First three win- 
ners will receive Guild medals and 
a trip to New York. Winning de- 
signs will be used in a traveling 
exhibition to silverware dealers 
across the country. 


MJ&SA plans trade show 
with convention in '59 


The first combined convention- 
exposition ever held for the manu- 
facturing jewelry industry will be 
sponsored Oct. 14-16 in Providence 
by the Manufacturing Jewelers & 
Silversmiths of America. 

Olof V. Anderson, president of 
Anson, Inc., Providence, has been 
appointed general chairman for the 
event. His committee will provide a 
medium in which suppliers of the 
jewelry industry may exhibit their 
lines, and in which a series of 
seminars on subjects of interest to 
the industry can be presented. 


Gold Filled makers 
reelect Sawyer chief 


Edson W. Sawyer of Improved 
Seamless Wire Co. in Providence 
was reelected president of the 
Gold Filled Manufacturers Asso- 
ciation at its annual meeting early 
in March. 

Others elected: Herbert Phil- 
lips of Metals & Controls Corp. 
in Attleboro, vice-president;. W. 
Fredrick Mittendorf of Englehard 
Industries, Inc., clerk; and Ste- 
phan H. Garner of Leach & Garner 
Co. in Attleboro, treasurer. 
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IN THE UPDRAFTS, UPDATING: 


These five regional merchandising directors 


of the Watchmakers of Switzerland are spending April updating themselves 
on all aspects in the production of Swiss jeweled-lever watches. In the group, 
which will tour Swiss factories, labs, horological schools, are: (top, from left) 
Robert B. Westover, West Coast; Jack G. Barker, South and Southwest; Joseph 
R. Liszka, Midwest; and (bottom, from left) J. Edward Jaeckle, East; David G. 
Prentice, Canada. Group will carry U.S. retailers’ ideas to the Swiss makers. 


tions, which are set up to encour- 
age imaginative design in sterling 
silver, were open to any person. 
This year, the Guild decided to 
dedicate the contest to tomorrow’s 
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Sterling makers ready 
to begin “‘Springtime’”’ 
promotion April 19 


An intensified publicity cam- 
paign, designed to stimulate inter- 
est in sterling during the gift-giv- 
ing months of May and June, will 
strike up late in April to the theme 
“Sterling is for Springtime.”’ 

Campaign is part of the $500,- 
000-a-year advertising - publicity 
promotion by The Sterling Silver- 
smiths of America to broaden the 
consumer base for sterling flat- 
ware. 

Kick-off will be the Second An- 
nual Sterling Silver Week April 
19-25. Sterling dealers are urged 
to look upon the week as the time 
to start their spring-long promo- 
tions of sterling, high points of 
which are Mother’s Day, Father’s 
Day, weddings, anniversaries and 
graduations. 

Each dealer will receive from the 
Silversmiths, free, a tent card 
bearing the legend “Sterling is for 
Springtime,” plus a list of sug- 
gested ideas for store displays and 
local publicity. 

Date for the start of the week 
coincides with Patriot’s Day, the 
184th anniversary of the ride of 
silversmith-patriot Paul Revere. 

Leading disk jockeys throughout 
the country, who have been co- 
operating with the over-all cam- 
paign, are being given special 
script material pointing up the 
great interest that teenagers have 
in sterling, both as girl graduates 
and as brides-to-be. 

The industry-wide campaign, 
now in its second year, is being 
sponsored by Alvin, Gorham, In- 
ternational, Kirk, Lunt, Reed & 
Barton, Towle and Wallace. 


JIC has new booklet on 
wedding anniversaries 


The Jewelry Industry Council 
has published a new edition of its 


wedding anniversary _ booklet, 
which is available to jewelers for 
distribution to their customers. 

The new 16-page edition gives 
specific suggestions and product 
illustrations for all wedding mile- 
stones. 

List of appropriate gift items 
for each anniversary is carried in 
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the World Almanac, is approved by 
the Retail Jewelers of America and 
by the National Wholesale Jewelers 
Association. 

Sample booklet copies, and in- 
formation on booklet bulk prices 
and costs for store-name imprint, 
can be gained from the Jewelry 
Industry Council, 608 Fifth Ave., 
New York 20. 


Ingraham Co. acquires 


Aristocrat Clock Co. 


The 128-year-old Ingraham Co., 
one of America’s oldest makers of 
clocks, watches and timing de- 
vices, has purchased 33-year-old 
Aristocrat Clock Co. of New York. 

Aristocrat, largest national dis- 


tributor of Ingraham products, 
was founded by Max Raff in 1925. 
Recently it developed national 
markets for its own line of im- 
ported Artco clocks and watches. 

President Robert E. Cooper, Jr., 
of Ingraham said the new acquisi- 
tion will become Aristocrat Watch 
Co. Division of Ingraham. Person- 
nel of both firms will be retained, 
Cooper said. Raff will continue as 
supervisor of Aristocrat, will also 
be special marketing consultant 
for the entire organization. 

New York sales offices and show- 
rooms for both firms will be main- 
tained at 245 Fifth Ave., New 
York. Ingraham’s main plant is in 
Bristol, Conn. Branch plants are 
in Elizabethtown, Ky., and To- 
ronto, Canada. 





Britons queue for look at Queen’s diamonds 


Crowds of the Queen’s subjects 
lined the sidewalk for 100 yards 
each day during Jan. 9-28, in front 
of London’s famed Christie’s dia- 
mond house, waiting patiently for 
a look at some of the world’s most 
fabulous diamonds. 


Proceeds from the show, which 
was sponsored by DeBeers, went 
to two British charities. 

On display at this “Ageless Dia- 
mond” exhibit were such magnifi- 
cents as the Cullinan brooch 
(bought by the Transvaal from 
DeBeers for £70,000 and pre- 
sented to Edward VII), Queen 
Alexandra’s tiara, the South Afri- 
can Diamonds (“My best dia- 


monds,” says the Queen), and the 
Williamson Pink. 


Queen Mother’s “Garter Star” 
for admission, 2/6d. 


British subjects take first look ever at famed Cullinan brooch 
for DeBeers, £70,000 
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PROTECTED 


Bands are sold only one way, 
at one clean-profit price, to 
wholesalers and watch 
manufacturers, There are 
never any exceptions. This is 
another very tangible feature 
if the expansion band with 
many features —100% 
stainless steel, Total 
Flexibility, lowest return 
record and immediate 
replacement policy. 
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BALDWIN Bracelet Corp. 
t 48th St., N.Y. 36, N.Y. 











FOR MOTHER'S DAY 


“GRENCI 
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Moderate price, fine workman- 
ship and handsome new designs 
make our religious jewelry at- 
tractive to consumer and dealer 


alike. The above rosary, note 
the new center (Madonna) and 
Crucifix, is available in Sterling 


Silver and Gold Filled. 


Write for further Information 


A. F. GRENCI 


Mfg. of “Ave Maria" Rosaries 


136 Standard Ave. Butler, Pa. 











Coming Events 
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4-5—Wisconsin Licensed Watch- 
makers Association annual conven- 
tion, Hotel Retlaw, Fond du Lac. 

9—American Stone Importers As- 
sociation annual convention, New 
York. 

11-12—Kansas Jewelers and Watch- 
makers Associations annual conven- 
tion, Allis Hotel, Wichita. 

11-21—Swiss Industries Fair, Basel, 
Switzerland. 

12-13—-Georgia and South Caro- 
lina Retail Jewelers Association joint 
annual convention, Hotel Dempsey, 


acon. 

12-13—-Alabama _ Retail Jewelers 
Association annual convention, Jef- 
ferson Davis Hotel, Montgomery. 

12-27 — Milan Trade Fair, Milan 
Italy. 

25-26—Arkansas Retail Jewelers 
Association annual convention, Ar- 
lington Hotel, Hot Springs. 

26-27—-Wisconsin Retail Jewelers 
Association annual convention, Hotel 
Wausau, Wausau. 

26-27—F lorida RJA annual conven- 
tion, Jacksonville. 

26-May 5—Hanover Fair, Hanover, 
Germany. 


MAY 


1-10—-Costume Jewelry Board of 
Trade of New York, Gov. Clinton 
Hotel. 

2-4—-New York State RJA 50th an- 
nual convention, Utica. 

2-10—Manufacturing Jewelers 
Sales Association show, Sheraton 
Biltmore Hotel, Providence. 

2-10—-United Jewelry Show (fall), 
Sheraton Biltmore Hotel, Providence. 

2-18 — Paris International Trade 
Fair, Paris, France. 

3-5—Virginia and North Carolina 
RJA joint annual convention, Hotel 
Roanoke, Roanoke, Va. 

5-22 — Tokyo International Trade 
Fair, Tokyo, Japan. 

8-19—U.S. World Trade Fair, Coli- 
seum, New York. 

11-14—Industrial Diamond Asso- 
ciation of America annual conven- 
tion, Williamsburg Lodge, Williams- 
burg, Va. 

17-18 — Maryland - Delaware - Dis- 
trict of Columbia Jewelers Associa- 
tion annual convention, Washington. 

17-22—-New York Stationery Show, 
Hotel New Yorker. 

30-31—Watch Material Distributors 
Association of America annual con- 
vention, Drake Hotel, Chicago. 


oa 


3-5—National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 

5-7—Texas Watchmakers’ Associa- 
tion annual convention, San Antonio. 

9-10—Educational Jewelry Manu- 
facturers’ Association annual conven- 
tion, New York. 

13-14—Louisiana Horological Asso- 
ciation annual convention, Alexandria. 

15-26—15th Floor Decorative Ac- 
cessories Show, Merchant Mart, Chi- 


cago. 
21-22—Vermont Retail Jewelers 
Association annual convention, The 
Lodge, Stowe. 
28-29—New Hampshire Retail 


Jewelers Association annual conven- 
tion, Lake Tarleton Club, Pike. 

28-July 3—New York Lamp and 
Homefurnishing Accessories Show, 
Hotel New Yorker and Trade Show 
Building. 
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12-13—Mississippi Retail Jewelers 
Association annual convention, Buena 
Vista Hotel, Biloxi. 

12-15—Cincinnati Gift Show, Neth- 
erland Hilton Hotel. 

19-22—-Washington Gift Show, Ho- 
tel Willard. 

19-22—-Southern Jewelry Travel- 
ers Association annual convention 
and show, Henry Grady Hotel, At- 
lanta, Ga. 

19-21 — Southern Jewelry Show, 
Henry Grady Hotel, Atlanta, Ga. 

19-22 — Southeastern China, Glass 
and Gift Market, Biltmore Hotel and 
Municipal Auditorium, Atlanta, Ga. 

19-23—Retail Jewelers of America, 
Inc., Chicago convention and trade 
show, Morrison Hotel. 

26-31—California Gift Show, Brack 
Shops, Merchandise Mart, Biltmore 
and Ambassador Hotels, Los Angeles. 
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2-5—7l1st National Association of 
Variety Stores Chicago Merchandise 
Show, La Salle Hotel. 

2-5—Buffalo Gift Show, Hotel 
Statler Hilton. 

2-13—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

2-14—Merchandise Mart China, 
Glass and Gift Market, Chicago. 

9.13—Retail Jewelers of America, 
Inc., New York convention and trade 
show, Waldorf-Astoria Hotel. 

15-17—North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Bismarck. 

16-19—Pittsburgh Gift Show, Penn- 
Sheraton Hotel. 

23-28—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

30-Sept. 1—California Retail 
Jewelers Association annual conven- 
tion, Statler Hotel, Los Angeles. 

30-Sept. 2 — Retail Jewelers of 
America, Inc., Pacific Jewelry Show, 
Statler Hotel, Los Angeles. 
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5—Tola Tumbleweeds annual con- 
vention, Hotel Adolphus, Dallas, Tex. 

5—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las. 

5-9—Allied Gift & Jewelry Show 
(fall), Hotel Adolphus, Dallas. 

6-7—Ohio Retail Jewelers Associa- 
tion annual convention, Cleveland. 

13-16—Cleveland Gift Show, Hotel 
Statler-Hilton. 

13-17—Boston Gift Show, Hotel 
Statler and First Corps Armory. 

19-20—Horological Association of 
Iowa annual convention, Roosevelt 
Hotel, Cedar Rapids. 

19-20—Retail Jewelers Association 
of Missouri annual convention, Gov- 
ernor Hotel, Jefferson City. 

19-20—Iowa Retail Jewelers Asso- 
ciation annual convention, Hotel 
Roosevelt, Cedar Rapids. 

19-21—-Michigan Retail Jewelers 
Division annual convention, Grand 
Rapids. 

20-23 — Denver Gift & Jewelry 
Show (fall), Hotel Albany. 
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EAST 


= The Maiden Lane Outing Club of 
New York held its 35th annual winter 
affair Mar. 3 at the Grand Street 
Boys Club. Officers of the Club: Al 
Altsman, president; Ray Lawrence, 
vice-president; Joe Frier, Jr., secre- 
tary-treasurer. 

= The Horological Society of New 
York heard President Impellizzeri of 
Vibrograph Corp. at its February 
meeting. Business portion of the 
meeting was concerned primarily with 
the merger potential of HIA and 
UHAA. 

= Jewelry Credit Group, whose mem- 
bers are credit executives of leading 
jewelry-industry firms, is celebrating 
its fifth anniversary. Purpose of the 
group is to assist all jewelers in finan- 
cial and credit matters. 

es Jewelry workers who are members 
of the Jewelry Crafts Association will 
begin annual vacation this year on 
June 29, will return to work July 13. 
# Forstner, Inc., watch attachments 
maker in Irvington, N. J., has re- 
decorated its New York showrooms at 
320 Fifth Ave. 

a Leys, Christie & Co., Inc., New 
York maker of jewelry and importer 
of “Orienta” cultured pearls, has ap- 
pointed three new sales representa- 
tives. Fred O. Zeitz will cover metro- 
politan Chicago, John H. Rowe the 
northwest, and Edward S. Paige the 
midwest. 

# Roland Gsell of R. Gsell & Co., 
Inc., has been named chairman for the 
watch attachments division, watches 
division, and watch cases division of 
the New York Red Cross Chapter’s 
1959 fund campaign. 

# Richard Jaccarino, Sr., president of 
Apex Accessories Co., Inc., Greenwich, 
Conn., maker of watch attachments, 
has appointed Hochman-Korman As- 
sociates, a New York marketing firm, 
as national sales representative. 

# Werbach’s Admiration Jewelry Co. 
in New York, wholesaler and manu- 
facturer of costume jewelry, has been 
appointed distributor for the West- 
clox watch and clock lines. Werbach’s 
also distributes for Barrows, Whiting 
& Davis. 

= The Watchmakers’ Association of 
New Jersey, Inc., met Mar. 10 at the 
Irvington House, Irvington, N. J. 
Guest speaker was Jean P. Savary of 
the Watchmakers of Switzerland. 
Membership is considering a group- 
hospitalization and sick-benefit plan. 
= Gruen Watch Co.’s annual report 
was given a certificate of special 
merit by the Graphic Arts Industry 
Trade Association, for excellence of 
printing. 

a M. Abel DuBois, noted French jew- 
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elry designer, spent several weeks in 
New York as guest-consultant and 
designer for Ernest L. Weinberg, New 
York importer of jewelry designs and 
models. 

= John A. Poltock, “headquarters for 
hard-to-get watch parts,” 15 Maiden 
Lane, New York, has purchased the 
entire stock of Sandsteel and Sand- 
alloy watch mainsprings from Sand- 
vik Steel, Inc., metals firm in Fair 


Lawn, N. J. The Poltock firm is a | 


member of the Watch Materials Dis- 
tributors Association of America. 

« W. Waters Schwab, president of 
J. R. Wood & Sons, has been reap- 


pointed chairman of the jewelry divi- | 
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sion of the 1959 Crusade of the New | 


York City Cancer Committee. 
= Certified Metals Co. 
a Bes 
rings, has expanded its 
plant facilities. 

« Joseph Lankutis has opened Jo- 
seph’s Jewelry Co. in Easton, Pa. For 


the last five years he owned the watch | 
at Fishbone Bros. | 


repair business 
Jewelers. 
= Morris Wolfowitz, Newark, N. J., 


jeweler, has been reelected president | 


Passover Relief So- 
founded the 


of the Hebrew 
ciety there. His father 
charity group. 

s Littman’s Jewelers in New Bruns- 
wick, N. J., will enlarge. Hyman 
Littman and Louis W. Garelick are 
owners. 

es The Jewelers 24 Karat Association 
of Western New York held its tradi- 
tional St. Patrick’s Day dinner-dance 


Mar. 17 at the Transit Valley Country | 


Maurice Fried of 
was 


Club in Buffalo. 
Star Ring Manufacturing Co. 
master of ceremonies. 

# Saul Rosnov, president of M. Ros- 


nov, Inc., in Philadelphia and secre- | 


in Newark, | 
maker of Certified wedding | 
office and | 


tary of the Sansom St. Businessmen’s | 


Association, is on an extended buying | 


trip in England, Holland, Italy and 
France, for jewelry, diamonds, silver- 
ware and china. 


es Van Winkle Todd, 66, chairman of | 
Hanson- Van Winkle-Munning Co., | 
maker of equipment for the metal- | 


finishing industry, died Jan. 15. 


s Herman R. Finch, 74, wholesale | 


jeweler in Buffalo, N. Y., for more 
than 30 years, died Feb. 16. 

=» H. A. Rosenquist, 55, advertising 
executive for Speidel Corp., died Feb. 
15. 

s Nicholas J. Daleth, 77, jeweler for 
52 years in Pittsburgh, Pa., died Feb. 
20. 

s Henry Cole, 61, president of Henry 


Cole & Sons in Newark, N. J., and | 
representative | 


long-time (23 years) 
for Gruen Watch Co., died Feb. 15. 
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inquiries invited 


SMITHS CLOCKS 
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Famous for all Time 
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Stone and Gold Seal Engravers 
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HARRY BRAUNFELD 


Encrusting over a quarter century 
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JEWELRY LEASE DEPTS. 
IN 
LARGE DISCOUNT CHAIN 


A major opportunity for an aggressive well rated 
organization to operate lease departments in stores 
we are opening up throughout the country. Must 
show proven record of successful discount opera- 
tions. Confidential. 


Address “‘K., 4909,"" Care of JCK 
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NEW 


= The Feb. 17 meeting *of the Horo- 
logical Society of Massachusetts was 
held at Fitch School Auditorium, a 
new location just across from Wal- 
tham Watch Co. Representatives of 
the Loyalty Group Insurance Co., 
Boston, discussed problems of group 
insurance. The door prize, a watch- 
maker’s jacket, was won by L. Philias 
Simoneau. 

= Members of the New England 
Guild, American Gem Society, met 
Mar. 12 at the Hotel Commander in 
Cambridge, Mass., heard Dr. Fred- 


_ erick H. Pough, noted mineralogist 
_ and former curator of the Metropoli- 


tan Museum in New York. He dis- 
cussed synthetics, showed colored 
slides. 

s William Rosann, jeweler for the 
past 20 years in New Haven, Conn., 
has moved to a new location on 
Chapel St. 

ws Michael’s Gift Shop, 84 S. St., 
Jamaica Plain, Mass., closed out its 
stock of jewelry and giftware at auc- 
tion Feb. 10. 
= Louis Paul 
twelve years 


Nolin, for the past 
associated with his 


| father, Henry Nolin, in the jewelry 


business in Lewiston, Me., has opened 
a retail jewelry store at 132 Lisbon 
St., Lewiston. 

« Louis Albert, formerly with George 
T. Springer Co., jewelry store, Port- 
land, Me., has gone into partnership 
with Henry Nolin, Lewiston, Me. Both 
will operate the store formerly owned 
by Nolin, which had been operated by 
John A. Cerel of Pawtucket, R. I. 
Albert is president and manager of 
the new store; Nolin is treasurer. 

# Irving and Roslyn Rabinowitz, erst- 
while operators of a gift shop at 128 
Main St., Middletown, Conn., have 
moved to a new location, 254 Main 
St., have added a line of jewelry. 
They will do business as Acme Gift 
& Jewelry, under the management of 
Frank Oliver. 

= Ernest A. Gravellese, owner of City 
Hall Jewelers, 21 Province St., Bos- 
ton, moved Mar. 1 to 61 Bromfield St., 
will do business there as Ernest A. 
Gravellese, Jeweler. 

« H. Easterbrook, long-time jeweler 
in Holyoke, Mass., has moved to a new 
location at 289 High St. 

= Kozul’s Jewelry, 119 Leverett St., 
in Boston’s West End, was sold out 
at auction Feb. 25. 

-s Plans have been completed for the 
14th annual dinner-dance of the Dia- 
mond Peacock Club, to be held Apr. 
18 at the Hotel Somerset, Boston. 
Ruby Newman orchestra has been en- 
gaged for dancing. 

= Teams of the Boston Jewelers 
Bowling League are rolling toward 
the end of the season, and as this 


ENGLAND 


issue went to press Gordon Brothers 
team was in the lead. Officers met 
Mar. 10 to fix date and place of the 
awards dinner. 

= Many New England jewelers ex- 
hibited at the annual Spring Mer- 
chandise Show at the Parker House, 
Boston, Mar. 8-12. 

« Jerry Poirier, watchmaker, for- 
merly with Oscar’s Jewelry in Attle- 
boro, Mass., has opened his own store 
in North Attleboro. 

= Joseph Grossman, owner of Gross- 
man’s Jewelry in Worcester, Mass., is 
discontinuing the retail business, will 
go into the wholesale business. He 
will be joined by his son, Morton P. 
Grossman. 

= Russakoff Jewelry Store, Skow- 
hegan, Me., recently remodeled to ac- 
commodate a large giftware and bone 
china department. 

# Oresto Dell ’Orfano, sales manager 
for Travis Farber Co. in Boston, re- 
cently was elected president of the 
West Roxbury Civic Society. 

# Arthur Paro, jeweler of Haverhill, 
Mass., has moved to 77 Merrimack St. 
= Manchester Silver Co., in Provi- 
dence, has appointed Paul Amoroso 
and Associates a sales representative. 
ws William Burgess is now covering 
the New England territory for Dolan 
& Bullock Co., Inc., Providence. 

= Thomas J. Ditello has joined his 
brother, Samuel, in the operation and 
part ownership of Park Jewelry Co., 
77 East St., Pittsfield, Mass. Thomas 
will do diamond setting, jewelry re- 
pairing and designing. 

= Sam Sneider of Homer’s Jewelers, 
Winter St., Boston, is continuing his 
lectures on the “Romance and Secrets 
of Diamonds,” also is now teaching 
on this subject at the Boston Center 
for Adult Education, 5 Cambridge 
Ave. 

a Officers and directors of the Mas- 
sachusetts and Rhode Island Retail 
Jewelers Association met Mar. 10 at 
the University Club, Boston, mapped 
plans for a September convention. 

=» Howard A. Baxter, for 20 years 
art director at the Thomas Long Co. 
in Boston, and co-ordinator and di- 
rector of the Longcrest Service for 
jewelers, died Feb. 10. 

s Ear! Wilson, jeweler of Springfield, 
Vt., died Feb. 28. 

# Vincent P. O’Neil, jeweler of East 
Broadway, South Boston, died Feb. 28. 
es Walter Young, former New En- 
gland salesman for Simpson, Hall & 
Miller and International Silver, died 
in February. 

s Charles W. Trout, long-time Oneida 
representative and sales manager, 
and one-time Syracuse University 
football star, died Mar. 2. 
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MID-WES I 


# The wholesale jewelry firm Louis 
Schwartz & Son, founded in 1897 at 
29 E. Madison St., will be closed about 
May 1, 1959. Owner Jerry Schwartz 
expects to continue his association 
with the jewelry trade in some other 
capacity. 

= Annual election of officers of the 
Chicago Jewelers’ Club was held Feb. 
17 in Club’s newly-remodeled meeting 
rooms. New officers are: president, 
Richard W. Showerman of Tessler & 
Weiss; vice-president, Robert Cross- 
white of Pakula & Co.; treasurer, 
James H. Swartchild of Swartchild & 
Co.; secretary, Melvin L. Goldman, 
attorney. 

ws First Chicago Jewelers’ Association 
luncheon was held Feb. 19 in the 
Crystal Room of the Palmer House, 
Chicago. Some 60 members heard 
Sports Columnist David Condon, fea- 
ture writer of the Chicago Tribune, 
relate his various assignments over 
the country. 

=» Al Greene, former midwest man- 
ager for Longines-Wittnauer Watch 
Co., retired in January, is vacation- 
ing in Florida. 

= These committee chairmen have 
been named by Chanticleer Sidney 
Geller for the Golden Roosters: 
board of governors, W. H. McGreevy; 
wrecking crew, Stanley Kramer; wel- 
fare, V. J. Newman; entertainment, 
Irving Seltz; decorations, Rudy 
Samuels; membership, Herman 
Kramer; audit, Howard Bohlander; 
publicity, Ray Zelke. 

es I. D. Watch Case Co., Inc., Jamaica, 
N. Y., has been approved for mem- 
bership in The Chicago Jewelers’ As- 
sociation. 

s Lester E. Collins, president of Bur- 
ton M. Reid, Inc., Springfield, IIl., dis- 
tributor of watch materials, is run- 
ning for Mayor of Springfield. He 
won the February primary, faces in- 
cumbent Mayor Howarth in the April 
election. 

es Guest speaker at the March meet- 
ing of the Jewelers’ Association of 
Greater Chicago was Richard I. 
Hirsch, vice-president of J. J. Gordon 
Co. He spoke on sales promotions and 
sales plans for the retail jeweler in 
1959. 

= Officers for 1959 of the Greater 
Detroit Jewelers Association are: 
Bud Gerson, president; Edward J. 
Gehringer, first vice-president; Louis 
Orman, second vice-president; Leon- 
ard Tigay, secretary; William Blu- 
ford, treasurer. Directors for 1959: 
Jay H. Fisher; Albert Lippitt; Sam- 
uel Pearlman; John A. Ross; Jack 
Scheckter; Saul Shcolnek; Max 
Schwartz; James B. Seitner; George 
Simmons. Herbert M. Eiges is execu- 
tive secretary. 

= Milton Stevens of Simmons Jewelry 
in Cheviot, Ohio, is secretary-elect 
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of the Cheviot-Westwood Business As- 
sociation. 

ws Walter Ehrlich of Zweck’s Jewelry 
in Marshfield, Wis., has been named 
a director of the retail division of the 
town’s Chamber of Commerce. 

= Johnson Jewelry in Durango, Colo., 
moved April 1 from 1017 Main Ave. 
to 963 Main Ave. 

= Robert H.- Mernitz, owner of the 
namesake jewelry store in Freeport, 
Ill., has been nominated for election 
as assistant town supervisor. 

= Paul Flacks has been named vice- 
president and general manager of 
Royal Jewelry and Furniture Co. in 
Dayton, Ohio. 

= Herb Runge, owner of Runge’s 
Jewelry in Shawano, Wis., has been 
elected to membership in the Shawano 
Rotary Club. 

s Everett McMullen, jeweler in 
Wichita, Kan., told members of the 
city’s YWCA “How to Take the 
Mystery Out of the Diamond Busi- 
ness.” 

« Ernest T. Sperling has opened 
Sperling Watch and Clock Repair 
Shop in New Ulm, Minn. 

= Jeweler Arnold Stadheim of Albert 
Lea, Minn., told sisters of the local 
Beta Sigma Phi sorority the processes 
of making jewelry, and suggested 
basic jewelry wardrobes. 

= Adolph Bossert of Bossert Jewelry 
in Garrison, N. D., is new president 
of the Northwestern Guild of the 
North Dakota Jewelers and Watch- 
makers Association. Alfred M. Foss 
of Minot is vice-president; Leon Hal- 
vorsen of Williston is secretary-trea- 
surer. 

= Higgins Jewelry Co., oldest (93 
years) store in DuQuoin, IIl., has 
closed its business. Firm’s Carbon- 
dale branch will also be closed. 

= Edward J. Randall, erstwhile sales 
representative for Salick Jewelry Co. 
in Waterton, Wis., has been named 
regional director of sales. 

= Brooks Jewelry in Rock Island, IIl., 
has been remodeled. Orville F. Brooks 
is owner. 

= Maury C. Gerwe, former president 
of Gerwe-Brown Co., wholesale jew- 
elry firm in Cincinnati, has entered 
the real-estate business. 

= Harry Germanow, president of 
Germanow-Simon Machine Co., Inc., 
one of the world’s largest makers of 
crystals for watches, clocks and other 
devices, was named chairman of the 
board in February. 

= James N. Heldman is new president 
of the Cincinnati Wholesale and Man- 
ufacturing Jewelers Association. Vic- 
tor Youkilis is vice-president, John G. 
Schwab, secretary. 

= The prominent Milwaukee retail 
jewelry firms, Rank & Motteram and 
H. W. Brown & Co., have combined 
operations. Brown deals predomi- 
nantly in gifts and stationery. 
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IN NEW ORLEANS 
ANTIN'S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
New Orleans is a “ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, fool 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package Is 
kept aside, for 10 days, subject to 
your approval of our remittance. 


Ref: Dun & Bradstreet; Whitney National 
Bank, Morgan Branch, New Orleans, Le 
Jewelers Board of Trade 
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New Orleans 12, Le. 
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s Wilbur Wedge, Jr., has been named 
Columbus, Ohio, branch manager for 
Emmons Jewelers, Inc., New York. 

= James C. Lucas, executive vice- 
president of the Associated Retailers 
of Indiana, told members of the Elk- 
hart, Ind., Chamber of Commerce de- 
tails of state legislation of interest to 
retailers. 

= Henry Grunwald, 78, gem expert 
and collector of rare coins in Cleve- 
land, died Feb. 18. 

= Raymond B. Tinkler, 71, jeweler 
for 31 years in Cleveland, died Feb. 6. 


THE 


« Edward W. Pace, owner of Pace 
Jewelry in Greenville, S. C., has pur- 
chased Wellborn Jewelry in Easley, 
S. C. Watchmaker George C. Boney 
will remain with the Wellborn firm. 

= George T. Hitch has moved his 
jewelry store in Roanoke, Va., from 
118 Campbell Ave. to 34 Church Ave. 
SW. New site has been remodeled. 

s A. Graves & Steuwer Co., long-time 
jewelry firm of Memphis, Tenn., has 
closed its downtown store at 18 N. 
Second St. Branch in the Poplar Plaza 
shopving center, incorporated as 
Graves-Steuwer Jewelers, will con- 
tinue operations. Manager Eugene E. 
Lott of the downtown store plans to 
open his own business soon. 

= New officers of the Durham, N. C., 
Watchmakers Club are: A. H. Hamp- 
ton, president; W. R. LeNier, vice- 
president; and Robert Burgess, secre- 
tary-treasurer. Immediate past presi- 
dent is C. Owen DeWar. 

= Ben W. Heald, secretary of the 
Wisconsin Retail Jewelers Associa- 
tion, who served during the winter as 
director of public relations for the 
Florida Retail Jewelers Association, 
was guest speaker recently at the Ki- 
wanis Club in Orlando, Fla. He 
showed Kiwanis members ways in 
which unwary watch customers can 
get gypped, urged patronage of a 
reputable firm for watch purchases. 

ws Stanley S. Mogul has opened a re- 
tail-wholesale jewelry store at 1 N. 
Howard St., Baltimore, Md. He has 
been in the gold-, silver-, and plat- 
inum-refining business. His wife is 
a business partner. 

= Sam A. Ward, prominent jeweler 
in Macon, Ga., has purchased Lester 
Eisner Jewelry Co., 478 Cherry St., 
Macon. Store name has been changed 
to Sam Ward Jewelers, Inc. Mrs. 
Eisner will remain with the store. 

= The Jewel Room, a new store with 
sales exclusively of costume jewelry 
and unusual handbags, has opened at 
3824 Granby St., Norfolk, Va. Fea- 
tured are items from many foreign 
countries. Ruby Serwitz and Jack 
Brown are owners; they operate a 
like-named store in Richmond. Mrs. 





» Sam Siegel, 66, former Cincin- 
natian and nationally-known jewelry 
auctioneer, died Feb. 26. He had an 
imposing antique-jewelry collection. 

= Theodore Gorenflo, 86, Detroit jew- 
eler since 1898 and prominent figure 
in national jewelry associations, died 
in February. 

e H. W. Resnick, 60, Wichita, Kan., 
jeweler since 1920, past president of 
the Kansas Retail Jewelers Associa- 
tion, and past vice-president of the old 
National Jewelers Association, died in 
January. 


SOU TA 


Grace Twitty is manager of the Nor- 
folk store. 

= Ashley Courson of Brunswick, Ga., 
has been named manager of Stanley 
Jewelers, succeeding Dan Cotney. 
Cotney becomes manager of Friedman 
Jewelers in Rome, Ga.; he replaces 
Charles Johns, who has been moved 
to Friedman’s store in Hickory, N. C. 
= Officers for 1959 of the Winston- 
Salem, N. C., Watchmakers Guild 
No. 1, installed Feb. 12, are: Caldwell 
Day, president; James E. Metsinger, 
vice-president; Bruce Elledge, secre- 
tary; and Bob Underwood, treasurer. 
Jesse Temple and J. W. Kilby are 
co-chairmen of the 1959 membership 
committee. 

=e H. A. Goldberg, president of 
Cooper’s Jewelers in Portsmouth, Va., 
and a director of the Retail Jewelers 
of America, Inc., has been elected 
president of the Tidewater Better 
Business Bureau for 1959. 

ws Friedman’s Jewelers, 55-store re- 
tail jewelry chain with headquarters 
in Atlanta, Ga., has opened a new 
store in Stewart Lakewood Center, 
Atlanta. Mike A. Kaliser is manager. 
The new store is the 13th in the chain 
in Metropolitan Atlanta. 

= Samuel Kirk & Sons branch store 
at Kirk Corner, Towson, Md., recently 
displayed an exhibit of America’s 
most exciting silver hollowware de- 
signs. On display were seven hand- 
made silver pieces, winners of the 
1958 national design competition 
“Sterling Today.” 

= Ryan M. Richardson, 60, vice-presi- 
dent of B. H. Stief Jewelry Co. in 
Nashville, Tenn., died Feb. 18. 

= Maxwell L. Coplan, 66, secretary 
and comptroller of Reliable Stores 
Corp., chain of furniture and jewelry 
stores, died Feb. 14. 

= Augustus Frederick Diener, 88, 
well-known retired jeweler of Hagers- 
town, Md., died Feb. 8. 

= Richard G. Rosa, 72, owner of 
Richard G. Rosa & Son, Engravers, 
in Nashville, Tenn., died Feb. 4. 

= Frederick W. Rommel, 68, retired 
Baltimore silversmith and employee 
of E. Kirk & Sons Co., died recently. 
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# Charles C. Hicks of Clifford’s Jew- 
elry, Chico, Cal., was recently named 
1959 Young Man of the Year by the 
Chico Junior Chamber of Commerce. 
This distinguished service award is 
made for community contributions, 
leadership and progress in job profes- 
sion. Plaque was presented to Hicks 
by Chico’s mayor. 

es William Farrar, who has been in 
the jewelry business for over 23 years, 
has purchased Louck’s Jewelry, 154 
S. Coast Blvd., Laguna Beach, Cal. 

= Whalen’s Jewelry at 245 N. Main 
St., Fort Bragg, Cal., has been pur- 
chased by Mr. and Mrs. Alexander 
Chernoff. Mr. Chernoff has been con- 
nected with the jewelry industry for 
24 years. Store name has been 
changed to Chernoff’s. 

s Simpson Jewelers, which in 16 
years has expanded to 11 stores 
throughout California, has opened its 
newest branch in Lodi. Store is lo- 
cated at W. Walnut and School Sts. 
ws A. C. Mincher’s Watch & Clock Re- 
pair Shop at 334 Forest Ave., Laguna 
Beach, Cal., has reopened. 

s Otto F. Einer has opened a new 
store, Escondido Loan & Jewelry Co. 
at 333 N. Cedar St., Escondido, Cal. 
= Annual election of officers of the 
Southern California Golf Association 
will take place at a meeting this 
month at the Candlewood Country 
Club in Whittier. A tournament will 
be held at this time, also in July 
(Behrstock Memorial) at the Los Ser- 
ranos Country Club in Chino, and in 
October at the Santa Anita Country 
Club in Arcadia. 

= George Finley, Sr., has purchased 
Roycroft Jewelry Co. at 238 S. Mar- 
ket St., Inglewood, Cal., from Mrs. 
Roy Croft, who founded the business 
with her husband 32 years ago and 
had operated it alone since his death 
in 1948. Firm name is now Finley’s- 
Roycroft Jewelers of Inglewood. 

= Partnership of George Happersber- 
ger and Fred Wolfson in Hamilton 
Jewelers at 815 K St., Sacramento, 
Cal., has been dissolved. Business will 
be continued by Mr. Wolfson. 

= Guest speaker at the Mar. 10 meet- 
ing of the Jewelers 24 Karat Club of 
Southern California was Nelson Car- 
ter, vice-president and general man- 
ager of Foote, Cone & Belding, and 
president of the Advertising Associa- 
tion of the West. Meeting was held 
at the Elks Temple in Los Angeles. 

s Talking up the 24 Karat Club’s aid 
program for paraplegic veterans in 
occupational therapy and vocational 
rehabilitation, Eddie Endman of Pa- 
cific Jewelers Supply Co., has inter- 
ested the Watch Material Distributors 
Association of America, of which he 
is a past president, in this project. 
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WMDAA has adopted the idea, will : 


foster its adoption by local groups in 
other areas. Endman has been named 
national committee chairman. Before 
Christmas every year, the 24 Karat 
Club visits the Veterans Administra- 


tion Hospital in Long Beach with | 


gifts, vocational equipment. Last year 
an engraving machine was presented 
to the men. 

= Arnold B. Davidson, jeweler in La 
Crescenta, Cal., has been appointed 
editor for the 1959 anthology of the 
American Poets Fellowship Society of 
New York. A writer and poet, David- 
son’s works have been published in 
many newspapers and magazines. 

= Leo Colman, Pacific Coast repre- 
sentative for Plainville Stock Co., has 
moved to Suite 903, 215 W. Fifth St., 
Los Angeles. He was at 448 S. Hill 
St. 

= Fred Cannon of Cannon-Schaefer 
Agency at 315 W. Fifth St., Los An- 
geles, now representing Wefferling, 
Barry & Co. in the west, will show its 
complete line of emblem goods. A 
new salesman, John Welling, will 
cover 11 western states. 

= Lester C. Helms has been appointed 
to cover the western states, exclusive 
of California and Nevada, for Movado 
Watch Agency of New York. Helms 
will also represent the firm in North 
and South Dakota. He is a member 
of the American Gem Society, is a 
past president of the Society’s South- 
ern California Guild. His headquar- 
ters are at 22528 Dolorosa, Woodland 
Hills, Cal. 

= Gus Scheppler of William Schep- 
pler & Son in San Francisco has been 
elected vice-president of the Mission 
Merchants Association. 

= Acosta’s Jewelry in San Francisco 
has added a coin collectors’ depart- 
ment, will feature rare and unusual 
coins as well as coin albums and ref- 
erence books. Henry Acosta, owner 
of the store, did considerable research 
on the subject, in order to be able to 
give his customers expert advice and 
information. 

= Paul Bayer of Bayer’s Jewelry in 
San Francisco was elected president 


recently of the Clement Street Mer- | 


chants Association. 


= William Bernzott has closed his | 
jewelry and watch repair shop in San | 


Francisco. 


s E. W. Reynolds Co. has appointed | 
Stanley Nairin to represent the firm | 
in Northern California and Nevada. | 
He will headquarter at 657 Mission | 


St. in San Francisco. 


= Sheldon Milenbach of Milen’s Jew- | 


elers in Oakland, Cal., has been 
elected a member of the board of di- 
rectors of the Downtown Merchants 
Association. 
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$70,000. 
IN ONE SALE 


With a $53,000 inventory, we did over 
$70,000 in a sale just concluded for 
Samuel Pyes in San Jose, Calif. This is 
what he said about the results. ‘The 
difference between 2 previous sales con- 
ducted by others, and this one by you 
is nothing short of sensational. We will 
wind up with a figure never anticipated 
in dollars and cents." 

Should you too need fast, money-making 
results in a liquidation, retail or auction 
sale—or just want to sell out for quick 
cash, let us plan for it right now. 


Write * Wire * Phone Collect 


No Obligation «+ in Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N.Y. 36, JU 6-2334 








| Members Jewelers Board of Trade 
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POLICE AUTO ALARM 


attaches inside the hood of automobile 
and sets off horn the minute any one 
tries to tamper with any part of the 
car. Switch sets the alarm for the pe- 
riod you are away from car. Alarm 
stops automatically when tampering 
is halted. Guaranteed trouble-free op- 
eration. Fits either & or 12 volt sys- 
tems. Complete instructions for easy 
installations. Made of quality rust 
proof metal, it is priced to sell at 
$9.95 postage prepaid. 


GREGORY SALES CO. 
316 MARION BUILDING 
Cleveland 13, Ohio 














ARTHUR W. FIELD 


MANAGEMENT CONSULTANT 


9591 Random Drive * Anaheim, California 


Specializing in ethical close out sales 
involving $100,000 or more of inventory 








e Sterling 
- Family Tree Pin 


3 & 5 branches 


. up to 10 disks 
Actual size \9 | 








366 Fifth Avenue 
New York, N. ¥. 


25 Bucklin Street 


Providence, R. |. 
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USE JCc-K 
Classified Section 
on page 201 for 


Fast Results 








SAVES ON 
INVENTORY 





e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with - a 
16 sizing holes permits 
only 9950 


the greatest range of 
reductions. Time Payments 


Contact your wholesaler or 
write for literature to: 


new hermes 


19 UNIVERSITY PL., NEW YORK 3, BP 











= Maurice W. Goldstein, Pacific Coast 
representative for Bridal Ring Co. for 
18 years, has opened an office in Suite 
411, 760 Market St., San Francisco. 
« Jerry Breit and Ray Boragno, both 
previously with S. M. Mickelson Co., 
in San Francisco, have opened a 
wholesale jewelry firm in Room 402, 
647 Mission St., San Francisco. Firm 
name is Breit-Boragno, Inc. 

# Van Craeynest & Linzer, Inc., man- 
ufacturing jeweler in San Francisco, 
has appointed Ray Rehfeldt salesman 


cr) 


« Jewelers association secretaries in 
Texas must now take out licenses as 
registered lobbyists if they are pro- 
tecting the interests of the group 
they represent. A new law requires 
all those who seek to “influence” a 
member of the legislature or state 
official to take out a license as a 
lobbyist and report all expenses in- 
volved. 

s A bill to tax all Texas manufac- 
turers—including of course manufac- 
turing jewelers—at the rate of one 
cent for each dollar of product value, 
has been introduced in the Texas 
legislature by Rep. Jerry Sadler. He 
estimates it will bring in $400,000,- 
000 a year. 

ws Levitt’s Jewelers in Houston has 
introduced a new floating insurance 
policy for customers, which insures 
them against fire, theft and loss on 
items purchased from the store. 

s A bill providing a penalty of six 
months imprisonment and/or $500 
fine for first-offense shop-lifters has 
been introduced in the Texas legisla- 
ture by Sen. Bob Baker, of Houston, 
who contends that merchants in the 
state now lose $15,000,000 a year to 
professional thieves. 

= Myron Everts, president of the 
Arthur A. Everts Jewelers in Dallas, 
was co-chairman recently of a six- 
weeks program to promote better 
salesmanship; sponsor was the Dallas 
Sales Executives’ Club and Retail 
Merchants’ Association. 

= Mrs. Irene Taylor is now traveling 
with her husband, Bill Taylor, as 
representative for Swartchild & Co., 
for whom she manages a branch office 
in Fort Worth. She is also president 
of the Fort Worth chapter of the 
American Business Women’s Associa- 
tion. 

= Windsor Jewelry Co. in Houston 
has leased 250 square feet of floor 
space in the new Windsor Plaza Shop- 
ping Center, at Richmond Ave. and 
Post Oak Rd. 

® Robert D. Kahn, manager of the 
Zale Jewelry Co. branch in Oklahoma 
City, has been transferred to Monroe, 
La., where he will manage new Zale 
store. 


for northern California, Oregon and 
Washington. Rehfeldt had _ repre- 
sented Omega Watch Co. in the north 
central states. 

# Robert Carroll has purchased Mar- 
tin’s Jewelers in Auburn, Cal., from 
Verne Martin. Carroll has been a 
Martin employee for 16 years. 

= Leo Weisfield, prominent Seattle, 
Wash., civic leader and president of 
the Weisfield’s jewelry chain, has been 
named to the executive board of the 
National Council for Industrial Peace. 


SOUTHWEST Lil 


# The San Antonio Watchmakers’ As- 
sociation will be host to the Texas 
Watchmakers’ Association at its 12th 
annual convention, which will be held 
at the Hilton Hotel June 5-7. Raul 
Gomez, president of the local associa- 
tion, will be convention chairman. 

ws Lyles-DeGrazier Co., well-known 
wholesale jewelry firm in Dallas, held 
open house Feb. 22-23 at its new 
headquarters in the Texaco Building, 
1514 Commerce St. 

= Fletcher Smith, jeweler in Conway, 
Ark., has been elected chairman of 
the City Planning Commission. 

we W. B. Jaccard of Jaccard Jewelry 
Corp. in Kansas City, Mo., has been 
elected secretary of the Credit Bu- 
reau of Greater Kansas City. 

= Officers have been elected to the 
14 Karat, new gold-jewelry shop in 
the Cherry Creek Shopping Center in 
Denver, Colo. They are: Mrs. 
Patricia Wolf, president; Arthur F. 
Bosworth, treasurer; Robert L. Sie- 
laff, secretary. Mrs. Wolf will op- 
erate the shop. 

= Topeka Diamond Shop has opened 
at 723 Kansas Ave., Oklahoma City, 
Okla. Bill Rudnick and Herbert 
Cumonow are owners and operators. 
= New members of Tola Tumbleweeds 
are: Flemat Co.; Albert Spring, Ring 
Stylists; Wm. H. Fleissner; Harold 
E. Williams; Albert G. Weiss; Har- 
vey Berkey; Wayne L. Davis; Claude 
F. Fulton; Raymond C. Tolerton; 
Charles Egalnick. 

s Tola Tumbleweeds, jewelry sales- 
men’s association in the southwest, 
was sponsor Feb. 22 of a cocktail 
party and reception during the big 
jewelry and gift show at the Adolphus 
Hotel in Dallas. 

= Robert E. Peffer, 51, owner of Bo- 
Mar Jewelry in Aspen, Colo., died 
Feb. 21. 

= Thorvald Siberene Jensen, 82, re- 
tired president and manager of Jensen 
Jewelry Co. in Salt Lake City, died 
Jan. 30. 

s William Morris Gusfield, 78, re- 
tired jeweler of Beaumont, Tex., died 
Feb. 2. 

= J. H. Greer, 87, long-time jeweler 
in Fort Worth, Tex., died Feb. 14. 
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Executive Appointments 


Joseph V. Swartz 


Joseph V. Swartz has been ap- 
pointed director of personnel and 
industrial relations for Bulova 
Watch Co. Swartz will serve as a 
member of the firm’s operations 
committee and will direct all per- 
sonnel and training programs at 
all Bulova plants in the U. S. and 
Canada. 


Alvin A. Leitman 


Alvin A. Leitman has been named 
vice-president and member of the 
board of directors of Adam Con- 
-solidated Industries, Inc. He is a 
graduate of the University of 
Florida law school, is a son of 
President Harold N. Leitman. 


H. E. Kaufman has been named 
vice-president and member of 


H. E. Kaufman 
the board of directors of Adam 
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Consolidated Industries, Inc., of 
which Gemex Corp. is a division. 


Ralph F. Gibbs has been elected 
vice-president in charge of manu- 
facturing for Improved Seamless 
Wire Co., Providence, R. I. Gibbs 


Ralph F. Gibbs 


has been with the firm for 38 
years, was formerly assistant trea- 
surer and superintendent. 


J. O. DeVries has been named 
general manager of the clock and 
timer department of General Elec- 
tric Co. in Ashland, Mass. De- 
Vries, with the firm 35 years, was 
formerly manager of manufactur- 
ing for the automatic-blanket and 
fan department. 


Norman O. Fuller has been elected 
assistant treasurer and superin- 


tendent of Improved Seamless 


~ 


Norman O. Fuller 


Wire Co., Providence, R. I. Fuller | 


has been with the firm for 10 
years, formerly was assistant su- 
perintendent. 


Stephen Fedor has been appointed | 


director of watch merchandising 
for Bulova Watch Co. Fedor had 
been director of merchandising 
for Hamilton Watch Co. since 
1953. 








WD 7333— 
Platinum .03 
<. Diamond 
Wedding Ring. 
398.50 Keystone. 


G 74 — .03 F.C. 
Diamond 
synthetic 


220.00 Keystone. 


Guard Kings 


Featuring our patented highly pol- 
ished azures for greater brilliancy 
and maximum safety. 


Cilia 


801 WALNUT STREET 
PHILADELPHIA 7 











Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 


149 5th Ave... New York 10, N. Y. 
AL. 4-0104 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK China 


129 Fifth Avenue, New York 3, N. Y. 

















WEDGWOOD 
1759-1959 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


JOSIAH WEDGWOOD & SONS, INC. 


662 Mission Street, San Francisco 5, Calif. 
24 East 54th Street, New York 22, New York 





























Chatham Research Laboratories 
70—i4th St.. San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 











Diamoue ss 


14K white gold 


with CRYSLER or 
NAME BRAND MOVEMENTS 
‘DIAMOND WATCH CASES 


To Fit Name Brand Movements 


DIAMOND WATCH .ATTACHMENTS 


LOOSE AND MOUNTED DIAMONDS sei % 


AVAILABLE TO RATED JEWELERS 


ON 3 DAY MEMO. 
State Price Range Desired 
* 
7 & 17 JEWELED LEVER 
In all types of LADIES’ & MEN'S 
Watches 


THINNEST WATERPROOFS 
& AUTOMATICS 


a 
A BETTER QUALITY 
1-JEWEL PIN LEVER 


Promotional line in Ladies’ novelty & fashion styles 
Men's extra thin watches & alarm clocks 


CRYSLER WATCH & 


oe EERY CO. 
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Personnel 











J. Edward Jaeckle has _ recently 
joined The Watchmakers of Switzer- 
land as regional merchandising di- 
rector for the northeastern territory. 
He was formerly with National Ad- 
vertising Service. His territory will 
include New York, Pennsylvania and 
coastal states south to and including 
North Carolina. 


H. D. Kelty J. Edward Jaeckle 


H. D. Kelty has been appointed 
southwestern regional manager of 
the portable appliance division of 
Westinghouse. He has been with the 
company since 1948. 


Robert A. Donner has been named 
general sales manager for American 
Audion Corp.’s new electric chord 
organ line. Donner was formerly ad- 





REELECTION 


IT’S THE PATTERN TO SELL 


a selling hit because it’s designed for today’s world of 
lovely living 


5 WAY MERCHANDISING UNIT 


One of the most versatile, low cost flexible units for 


maximum sales to alli markets! 


Free Displays Included with Every Unit 
2 INTRODUCTORY 


2-pc. Salad or Serving Set re 
price will be $8.00. NOW $3.95 gitt 


oxe 


Instant coffee Jar & 
Spoon Set reg. price 
will be $5.00. NOW 
$2.95* gift boxed 


" plus 15¢ fed. tag on 
jer only 


AISENSTEIN 


and GORDON, 


SPECIALS 


TRAFFIC BUILDING SPECIALS 


1847 ROGERS BROS. 


America’s Finest Siiverpiate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY 


INC. 


712-714 SANSOM ST., PHILADELPHIA 6, PA. 
WAlnut 2-3995 





vertising and sales promotion man- 
ager of the Steelman and Roland 
divisions of Herold Radio and Elec- 


tronics Corp. 


Robert A. Donner John J. Carpenter 


Robert J. Mayer Arnie Hartman 


John J. Carpenter has been named 
a vice president of Bulova Research 
and Development Laboratories, Inc., 
a subsidiary of Bulova Watch Co. 
He will continue as general manager 
of Bulova’s electronics and camera 
divisions. Carpenter is a member of 
the American Management Associa- 
tion, American Ordnance Association 
and the Institute of Radio Engineers. 


Robert J. Mayer has been ap- 
pointed director of special products 
merchandising for Bulova Watch Co. 
Mayer will direct the merchandising 
of Bulova’s table and clock radios, 
transistor radios and electric razors. 
He was formerly with RCA and the 
National Retail Dry Goods Associa- 
tion. 


Arnie Hartman has been named di- 
visional sales manager for the Chi- 
cago area by Flex-Let Corp. He has 
been a Flex-Let salesman for six 
years. 

B. David Co., Cincinnati designer 
and manufacturer of rhinestone jew- 
elry, has announced the following 
personnel changes: 


Bruce Moore will cover Kentucky, 
West Virginia, southern Ohio and 
southern Indiana. 


Ran Chamberlain will cover part of 
Michigan, northern Ohio and north- 
ern Indiana. 


Arthur DeZur will cover Wisconsin 
and northern Michigan. 


Charles Jauch has been appointed 
salesman in the Southeast. His head- 
quarters will be in Atlanta. 


David Horowitz has been appointed 
eastern district sales manager of 
Schick Inc. His headquarters will be 
in New York City. 
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Oneida's new ‘Taper’ pattern 
comes in four-color gift carton 


“Taper,” the newest pattern in 
Oneidacraft stainless flatware, comes 
packaged in this four-color gift car- 
ton. Both the outside and the inside of 
the cover are illustrated. 

A 50-piece service for eight in the 
new pattern retails for $39.95. Other 
services range in price from $11.95 to 
$29.95. 

Community, another division of 
Oneida, announced it is offering gift 
certificates free of charge to retailers. 
Envelopes are included. 

The certificates allow a customer 
to buy a set of Community silverplate 
as a gift and let the recipient select 
the pattern. Tie-in newspaper mats 
are available. Through your whole- 
saler or the Community division of 
Oneida Ltd. Silversmiths, Oneida, 
N. Y. 


Speidel offers religious unit 
to display cross and chain sets 


This new counter or window dis- 
play combines a cross and a stained- 
glass window into a religious motif 
for Speidel’s cross and chain sets. 

The display can also be utilized for 
Speidel’s new religious identification 
bracelets which have a cross on the 
cover plate and the complete text of 
the Lord’s Prayer inside. 

From your Speidel distributor. 
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Double ring case pad is mounted 
to provide for maximum display 


This plastic double ring case 
(8850TX) has a wire easel that ac- 
centuates the angle of the ring pad 
for maximum display. Thus, says the 
manufacturer, it is suitable for either 
counter or window. 

The case is made of three molded 
plastic parts and is available in 
white, ivory, pink, blue or gray. 

Contact Dennison Mfg. Co., Marl- 
boro, Mass. 


New display has hidden sponge 
to hold watch bands securely 


Kingsway’s new counter display 
card has a hidden plastic sponge strip 
along one side which protects the 
watch bands during shipping and 
handling and permits easy removal 
of any single band. 

No longer need a jeweler spend 
time reattaching bands jarred loose 
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a KINGSWAY 


during shipping; or need he remove 
three or four bands to get to a band 
in the middle of the display, the com- 
pany says. 

The green and black display mea- 
sures 9 inches wide, 10 inches high 
and 5/16th of an inch thick. Its thin- 
ness permits “file-card” ease in keep- 
ing stock readily available, says 
Kingsway. 

Contact your distributor. 


Westclox watch display carries 
six ‘Torches’ (all for women) 
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Color is the theme in this three- 
dimensional display for Westclox’s 
new “Torch” watches for women. 

The black, green and yellow unit 
holds six watches with calf-leather 
straps in varying colors. Four 
watches, with black, blue, pink and 
white straps, are factory mounted on 
the upright panel. At the base are 
two gift-boxed “Torch” watches with 
black straps. 

The shock resistant, anti-magnetic 
“Torch” features unbreakable crystal 
and mainspring, sweep second hand, 
stainless steel back and luminous dial. 
Total retail value of the six watches 
on the display is $53.70. 

Westclox recently announced that 
it will sponsor the television version 
of the musical, “Meet Me in St. 
Louis.” It will be seen over the CBS 
network April 26 from 9 to 11 p.m, 
EDT. Tie-in displays and merchan- 
dising aids are available. 

Contact Westclox division of Gen- 
eral Time Corp., LaSalle-Peru, III. 


Friedman chain to distribute 
Roland Radio Corp. products 


Roland Radio Corp., a division of 
Herold Radio & Electronics Corp., 
recently announced that the A. A. 
Friedman jewelry chain, in Georgia 
and the Carolinas, has been added to 
its list of independent outlets. 

The new distribution arrangements 
were made by Anthony Dillon, Ro- 
land’s national sales manager. While 
on a recent trip through the South, 
Dillon also laid the groundwork for 
the setting up a wholesale distributor 
in New Orleans to service the south- 
ern market. 





Promotion material available 
for Starfire diamond ring line 


A complete line of promotional ma- 
terial for their Starfire line of dia- 
mond rings has been introduced by 
A. H. Pond Co. 

The material, being studied by 
Pond Co. representatives Doyle Welch, 
Sam Solitt, Burr Reed and Curtis 
Petty above (left to right), includes 
a motion display, a tray for eight 
Starfire diamond “Friendship” rings, 
display tray for four sets in Star- 
fire’s total-weight series and a neon 
sign. 

Other dealer aids include newspa- 
per mats, theater commercials, TV 
spot announcements, showcase display 
trays, guarantee certificates and con- 
sumer literature with the theme, 
“Starfire by Keepsake.” 

Contact A. H. Pond Co., Syracuse 
2, N. Y. 


‘Angel Pins’ designed to create 
new style for wearing charms 


Endeavoring to create a completely 
new concept in the wearing of charms, 
Forstner, Inc., recently introduced 
“Angel Pins.” 

“Angel Pins” are designed to hold 
as many as seven miniature charms. 


’ 
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They come in sterling silver or gold 
filled. 

Charms include a crew-cut boy’s 
silhouette, pony-tail girl’s silhouette, 
baby shoe, disc and heart. 


“Angel Pin” assortment (above) 
holds nine pins and 21 charms. It is 
styled in red and blue velour. 

From your wholesaler or Forst- 
ner, Inc., 646 Nye Ave., Irvington, 
N. J. 
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Gemex display holds 72 bands: 
it's real cool (but not real ice) 


No need to keep this Gemex dis- 


play on ice, it won’t melt; but it will 
hold 72 men’s and ladies’ nylon watch 
bands. 

Designed for both counter and win- 
dow use, its simulated ice top con- 
trasts with the metallic blue base. 

The nylon watch straps are com- 
pletely washable and don’t have stitch- 
ing; each strap is a fused unit, mak- 
ing it, Gemex says, extremely dur- 
able. 

Display, with solid color straps, 
costs $54 Keystone (the straps have 
a retail value of $72). With an as- 
sortment of striped and solid colored 
straps, $62.40 Keystone ($84 retail). 


New Croton policy backs up 
jeweler's consumer guarantee 


Croton’s three-year guarantee and 
service policy enables the jeweler to 
personally guarantee all Croton 
waterproof watches. Croton will back 
the jeweler’s guarantee but will not 
nationally advertise it. 

The guarantee, which, Croton says, 
is “strictly optional” with the jeweler, 
is designed to sell the jeweler as the 
watch repairer. 

Here’s how the policy will work: 

The jeweler will guarantee to keep 
the watch in running condition and to 
replace any broken balance staff or 
mainspring. But unless the jeweler in- 
spects the watch free every year for 
three years, the guarantee will not re- 
main in force. Should the watch re- 
quire a new bracelet, dial or case at 
anytime, the jeweler will make re- 
placements at the consumer’s expense. 

Croton will back up the policy by 
guaranteeing to keep _ registered 
watches in good running order for 
three years from date of sale (in- 
cluding cleaning if necessary). They 
will replace broken balance staffs or 
mainsprings without charge to the 
jeweler. They will guarantee the 
waterproof qualities and repair or 
replace cases, dials and hands at a 
minimum cost to the jeweler. 

Contact Croton Watch Co., Inc., 404 
Fourth Ave., New York. 


New plastic dimensional letters 
described, illustrated in folder 


A folder describing and illustrating 
the uses of their vacuum-formed 
plastic letters is available from W. L. 
Stensgaard and Associates, Inc. 

Primarily designed for identifica- 
tion of departments, the letters may 


also be used outdoors; they have an 
adhesive backing that will stick to 
glass, marble, plaster, metal, card- 
board, wood or plastic. They are 
available in white or with a metallic 
gold plating and come in four sizes 
and two styles. They may be pur- 
chased individually or by fonts. 

Contact W. L. Stensgaard and As- 
sociates, Inc., 346 N. Justine St., 
Chicago. 


Two combined Preis machines 
will make electrical markings 


H. P. Preis Engraving Machine 
Co. recently announced that two of 
its products can now be combined to 
produce electrical marking with en- 
graved precision on unusually large 
work areas. 

The “Panto Engraver” (model 
2D-4) can now be equipped with the 
Preis “Electro-Marker,” which con- 
sists of a 10-stage transformer and 
an electrical marking spindle. Ac- 
cording to the company, it is the fast- 
est and most economical method of 
pantographically marking steel, iron, 
tungsten carbide or any hard ferrous 
metal. It is principally used for mark- 
ing sizes, part numbers, serial num- 
bers, symbols and code numbers on 
hardened tools, gauges, machine parts 
and items where engraving, stamp- 
ing or etching is either impossible 
or impractical. 

Electrical marking burns a perma- 
nent black mark into the machined or 
polished surface of a tool or part. It 
is more legible than almost any other 
method of surface marking, Preis 
says. 

The “Electro-Marker” comes with 
a carrying case so that it can be 
taken anywhere to mark parts 
which cannot be mounted on the 
“Panto Engraver.” A hand-marking 
pencil is available for this purpose. 

Contact H. P. Preis Engraving Ma- 
chine Co., 237 Industrial Branch, U. S. 
Highway 22, Hillside, N. J. 
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Flex-Let cylinder display has 
red carnation for contrast 
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Flex-Let’s velvet-covered cylinder 
display holds six “Fashion Angle” 
watch bands. The red carnation offers 
contrast and attracts attention, the 
company says. 

Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 


Keystone Camera celebrates 
its 40th with 8 new models 


Celebrating its 40th anniversary, 
Keystone Camera Co. recently intro- 
duced five new home movie projectors 
and three new turret model electric 
eye cameras. 

Leading their projector line, the 
K-110 8mm model features a “Super 
Tru-Flector” lamp that is said to 
give a screen image 17 per cent 
brighter and whiter than a 750-watt 
bulb. The K-110 also has a built-in 
motorized editor-viewer and dry 
splicer, a room light switch, a 400- 
foot film capacity, rheostat speed con- 
trols and an illuminated push-button 
control panel. It retails at $199.50. 

Other 8mm projectors include the 
K-109S, a 750-watt model that retails 
at $159.50; the K-100G that retails 
for $99.95; the K-100Z, a model sim- 
ilar to the K-100G but with a f1.6 
zoom lens ($119.95 retail); and the 
K-90, said to be the only projector in 
its price class with reverse operation 
($79.95 retail). 

Lowest priced of Keystone’s new 
electric eye movie cameras with three- 
lens turret is the KA-1C at $99.95 re- 
tail. The KA-1C is an 8mm roll film 
camera with three f2.3 lenses, built-in 
filters and automatic exposure con- 
trol. 

A magazine-loading model, the K-5, 
has a f1.8 lens turret system and a 
“zoom-type” viewfinder. It retails for 
$149.50. 

Keystone’s new KA-1D model elec- 
tric eye camera is similar to the KA- 
1C, but has a faster lens system. The 
KA-1D retails at $129.50. 

Keystone President E. M. Swartz 
was 22 years old when he started the 
photographic equipment firm with a 
$10,000 investment. This year, Key- 
stone intends to spend over $2 million 
in advertising and promotion. 

Contact Keystone Camera Co., Inc., 
151 Hallet Sq., Boston. 
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Swiss watchmakers offer film 
for general consumer audiences 


“Time in Switzerland,” a new edu- 
cational sound film, has just been 
completed by The Watchmakers of 
Switzerland. 

The 16mm color film highlights 
scenic points of interest and modern 
Swiss life. Special emphasis is placed, 
of course, on the country’s famous 
watch industry. 

The picture is intended for the in- 
terest and entertainment of general 
audiences. Its running time is approx- 
imately 15 minutes. It is suitable also 
for television programming, the pro- 
ducer says. 

The film concentrates on the ultra- 
modern character and scientific de- 
velopment in watchmaking today. It 
also traces the industry’s roots in 
tradition. Sequences are devoted to 
16th and 17th Century automatons in 
action, illustrating the craftsmanship 
which formed the heritage of present- 
day Swiss watchmakers. 

From the retailer’s standpoint, the 
advantages of the jeweled - lever 
watch are explained in sequences de- 
picting the training of craftsmen in 
Swiss watchmaking schools. 

The new film is available without 
charge on a loan basis. Contact The 
Watchmakers of Switzerland, Infor- 
mation Center, 730 Fifth Ave., New 
York. 

Coordination of all advertising and 
publicity programs for The Watch- 
makers of Switzerland is now cen- 
tralized in this Information Center 
office, Paul A. Tschudin, director of 
the organization recently announced. 

Tschudin also announced expanded 
services to retail jewelers through the 


organization’s regional merchandising 
staff. Staff activities, carried out with 
individual retailers and associations, 
will be closely coordinated with new 
marketing plans aimed at increasing 
sales of jeweled-lever watches, he 
said. 

Announcement of the appointment 
of Cunningham & Walsh, Inc., as ad- 
vertising agency for The Watch- 
makers of Switzerland campaign was 
also made recently. 

The new agency will create all con- 
sumer and trade advertising in the 
U. S. It will also develop merchan- 
dising and promotional activities, in- 
cluding servicing of the official pack- 
aged parts repair program. 

In another area of campaign activ- 
ity, the public relations firm of Win 
Nathanson & Associates will continue 
in charge of all consumer education 
and publicity. 


Film on Pope offered jewelers 
by public relations counselors 


Moss Associates, advertising and 
public relations counselors, is offering 
a documentary film, The Story of the 
Pope, to retail jewelers to use as a 
public relations attraction. 

The film covers the highlights of 
the late Pope Pius XII’s life and in- 
cludes the coronation of Pope John 
XXIII. In addition, the film features 
a special introductory message by 
Francis Cardinal Spellman and is 
narrated by Bishop Fulton J. Sheen. 

The film is 16 mm sound and has 
a running time of 75 minutes. The 
jeweler’s name, slogan and address 
can be attached. 

Contact Moss Associates, 415 Lex- 
ington Ave., New York. 


Ronson picks products for Mother's Day consumer campaign 


Ronson is currently conducting a 
consumer publicity campaign spe- 
cifically promoting three of its prod- 
ucts as ideal gifts for Mother’s Day. 

Publicity kits have been sent to 
product editors of consumer maga- 
zines and supplements of wire ser- 
vices. Newspaper product editors will 
receive the kit by the middle of this 


month, a Ronson spokesman said. 
The three products specifically pro- 
moted by Ronson are its “Hood ’n 
Comb” hair dryer (suggested retail 
price, $19.95); its “Lady Ronson De- 
luxe” electric shaver ($17.50 retail) ; 
and its “Varaflame” table lighter 
(from $18.95 to $27.50 retail). 
Contact Ronson, Woodbridge, N. J. 
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Electric watch repair manual 
offered for 7-day free trial 


A seven-day free trial] offer is be- 
ing made by the publishers of the 
Hamilton Electric Watch Repair Man- 
ual. (See Book Review, February 
JC-K.) 

The jeweler will be able to examine 
the book for seven days without 
charge. He will then either return 
the manual or remit the purchase 
price of $6.50. A four-color window 
decal advertising Hamilton electric 
watch repair service is being offered 
free with the book. 

Contact Esembl-O-Graf Research 
Laboratories, 801-807 Ridge Ave., 
Pittsburgh. 


Uncas introduces new line 
of ‘Baroda’ stone wedding rings 


Uncas Mfg. Co. has recently intro- 
duced a line of sterling silver wed- 
ding and engagement ring sets 
mounted with 32-facet “Baroda” 
stones. They retail from $10 to $25. 

Uncas, which calls itself “Amer- 
ica’s largest ring house,” claims the 
brand name “Baroda” as a registered 
trade mark. 

Uncas “Baroda” stone rings are 
sold only through wholesalers. They 
are manufactured at Uncas’ plant in 
Providence, R. I. 


Mother's Day kit includes 
displays, streamers, carnations 


Edwin Freed Inc. is offering a new 
150-piece Mother’s Day display kit. 

The set includes everything neces- 
sary for window and store decora- 
tion: display cards, window stream- 
ers, pennants, window strips, lapel 
badges for personnel, price tickets 
and artificial pink carnations. The 
kit costs $5.50 plus postage. 

Contact Edwin Freed Inc., 150 W. 
46th St., New York. 


New R. C. Allen adding machine 
has 999,999.99 listing capacity 


R. C. Allen has introduced a port- 
able 10-key adding machine. 

The new model] (4189) has a 999,- 
999.99 listing capacity, a totaling ca- 
pacity of 99,999,999.99 and offers such 
features as direct subtraction printed 
in red; credit totals and sub-totals 
printed in red; automatic “step-over” 
for fast multiplication; and built-in 
wheels for desk-top movement. 

Other features include a motorized 
non-add key, motorized correction key, 
single and double spacing control, 
single back space key, a transparent 
plastic tear off blade and a built-in 
“write in” table. 

Contact R. C. Allen Business Ma- 
chines, Inc., Grand Rapids, Mich. 





REELECTION 


IT'S THE PATTERN TO SELL 


a selling hit because it's designed for today's world 


of lovely living. 


5 WAY MERCHANDISING UNIT 


One of the most versatile, low cost flexible units for 


maximum sales to all markets! 


Free Displays Included with Every Unit 


2 INTRODUCTORY 
SPECIALS 


2-pc. Salad or Serving Set reg. 
price will be $8.00. Now $3. 
gift boxed 


Instant Coffee Jar 
& Spoon Set reg. 
price will be $5.00. 
NOW $2.95" gift 
boxed 


* plus 15¢ fed. taw on 
jar only 


TRAFFIC BUILDING SPECIALS 


1847 ROGERS BROS. 





THE CLAUDE R. ROBINS COMPANY 


WHOLESALE JEWELERS 


312 Chestnut Street 


Harrisburg, Penna. 


"DISTRIBUTORS OF FAMOUS NAME LINES THAT SELL" 





Convertible April window can be 
used any month during the year 


April is““‘Diamond Month” but di- 
amond promotions are appropriate for 
every month of the year, says Baum- 





gold Bros., so they have created this 
window display to be easily convert- 
ible. 

As an April window, the letters at 
the base of the window would read, 
“April is Diamond Month.” For any 
other month, the words can be 
changed to “Every Month is Dia- 
mond Month.” 

The display is a do-it-yourself unit. 
The center panel is white and has 
three contrasting props which hold 
diamond jewelry. A group of fancy 
shape engagement rings at the base 
of the window is designed to add 
further interest. The theme can be 
carried out in any size window with- 
out special lighting. 

A picture of the window and com- 
plete instructions for installing it are 
available. 

Contact Baumgold Bros., Inc., 580 
Fifth Ave., New York. 


Steelman consumer ad covers 
two pages with U-shape design 


Steelman Phonograph & Radio 
Corp. believes it has achieved the 
right combination of economy and 
readership potential in a U-shaped 
advertisement appearing in this 
month’s Esquire magazine. 

The ad extends across two facing 
pages and was designed to solve the 
problem of how to retain editorial in- 
terest in an advertising spread. In- 
side halves of the facing pages carry 
text. Two color adds on the outside 
halves are connected by a banner two 
inches deep across the bottom of the 
text columns. The banner carries the 
Steelman brand name. 

Featured in the ad are Steelmen’s 
“Transitape,” an all-transistor porta- 
ble tape recorder, and Steelman’s 
high fidelity portable stereo record 
player. 
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Heavy duty safe small enough 
for use wherever convenient 


A heavy duty safe, measuring six 
inches high and six inches wide and 
weighing 10 pounds, has been built 
with a strength of over 50,000 pounds 
per square inch, the manufacturer 
Says. 

Called “Safe-T-Vault,” it is de- 
signed small enough to fit in any con- 


venient place. It can be bolted into 
metal, wood or cement or placed in 
the trunk or under the dashboard of 
a car, truck or taxi. According to the 
manufacturer, the safe has been heat 
tested to 360° F. A “one way” deposit 
slot allows insertion of cash without 
opening the door. It is available in 
a variety of colors. 

Contact Allied Mfg. & Sales Co., 
3101 W. Grand Ave., Chicago. 


Benrus uses more TV to push 
new line of "Today’ watches 


Following the success of the Jack 
Benny’ television spectacular’ in 
March, Benrus has decided to sponsor 
two more television shows to push 
their new line of “Today” watches. 

On May 6, Benrus will sponsor the 
Emmy Awards program on the NBC 
network; on May 23, another Jack 
Benny spectacular. 

Sales of the new watch to retail 
jewelers are running ahead of ex- 
pected figures, S. Ralph Lazrus, presi- 
dent of Benrus, said. 

The Benrus “Today” is a 17-jewel 
watch which carries a_ three-year 
movement guarantee and retails for 
$25. Its marketing structure is based 
on what Benrus calls a concept of 
realistic, minimum mark-ups. 


Binocular-radio combination 
provides view with a sound 


It'll be much easier to stop, look 
and listen with “Binotone,” a transis- 
tor radio built into binoculars. 

The radio, which uses standard 
flashlight batteries, has two transis- 
tors and two germanium diodes and 
eomes with an ear plug for private 
listening. The binoculars have 3% 
power lenses and center focusing ad- 
justment. The unit weighs 12 ounces. 
It retails for $39.95. 

Contact J. F. Bard Co., Inc., 220 W. 
Locust St., Chicago. 
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Photos now etched permanently 
on sterling silver charms, pins 


A method for permanently etching 
photographs on silver is now being 
used by Leonore Doskow Portraits, 
Inc. to adorn charms, pins, keychains, 
bracelets, tieslides and cuff links with 
snapshots or portraits. 

The reproductions can be made 
from any good photograph, regard- 
less of size. Such personalized items 
will make excellent gifts, the com- 
pany says. 

Contact Leonore Doskow Portraits, 
Inc., Montrose, N. Y. 


Zodiac offers 1959 catalogue; 
features entire watch line 


Zodiac’s new catalogue features a 
full line of the company’s watches. 

Contact Zodiac Watch Co., 15 W. 
44th St., New York. 
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CARAT DIAMOND BRIDAL SET 


One of our most popular 
total weight sets with 
full cut center diamond. 


$133° Keystone 


nown for Outste 


All LONG-LIFE mountings 
are die struck... all 
diamonds are of unusual 
quality for their low prices! 
Be among the thousands of 
satisfied jewelers who are 
benefitting from our 
diamond ring manufacturing 
and merchandising 
experience! 


YOU ARE INVITED 
to send for our 
new illustrated 
_ diamond promotional 
_ catalog today! — 
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do more diamond business 
and enjoy greater profits 
with the LONG-LIFE line} — 
Magnificent styling at 
lowest possible prices make. 
LONG-LIFE the biggest 


~ name in promotional 


Style #B-156 
23-DIAMOND INTERLOCKING SET 


A beautiful new creation 
that enables you to defy 
all competition. Full eut 
center. 

$5989 Keystone 


305 E. 46th Street, New York 17. N. Y 


Diamond rings enlarged to show detail 
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Detailed technical ex- 
amination of the new 
timepiece leads to this 
conclusion: Electrical in- 
novations have replaced 
the escapement, but 
electric watches are still 
watches and servicing 
them is the task of the 
watchmaker 


by Henry B. Fried 
JC-K Horological Consultant 


THE 

LIP 
ELECTRIC 
WATCH 





In previous articles, Mr. Fried discussed the 
working principles and operational sequence of 
the Lip electric watch. This, the concluding 
report, lists the technical specifications of the 
timepiece and includes Mr. Fried’s opinion on 
what the advent of electric watches means to the 
watchmaker.—Ed. 











Here are the detailed specifications of the new 
Lip electric watch: 

Case: The total diameter is 27.8 mm and the 
casing diameter is 27 mm. The height of the case 
over the yoke screw is 5.4 mm and the height 
over the pinion is 6.6 mm. The maximum height, 
arbor setting screw, is 9.4 mm. 

Quality: In accordance with NHS 56334 and 
Catehor standards, the Lip electric watch has 17 
functional jewels of grade A quality. The screw 
heads and yokes are highly polished and the plate 
and bridges are nickel. 

Electrical parts: The two coils of enameled 
wire, 5,000 turns, have a diameter of 0.025 mm, 
a Mumetal core, and are polarized by a magnet. 
The balance has a Mumetal outer lining. The 
moving contact consists of a wire pressing on a 
regulator which enables adjustment of the bal- 
ance amplitude. 

Mechanical parts: The balance has a total dia- 
meter of 8.9 mm and a hole diameter of 1.9 mm. 
The Mumetal lining is 1.8 mm high. The balance 
also has nickel-silver arms and grade A pivots. 
The watch beats at 18,000 vibrations an hour; 
the second hand moves every 2/5th of a second 
(on alternate swings of the balance). 

Hairspring: The Nivarox 2 (1.50 ecg) hair- 
spring has a Breguet outer terminal and mechani- 
cal colleting. 

Wheels and pinions: The movement has a 
specially shaped steel driving wheel and rust- 
proof steel pinions with polished leaves. The 
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Figure 14. To replace a battery in a Lip 
electric watch insert it in its socket so 
that the negative pole is facing down 
and will contact the center point of the 
contact spring. The tension spring in 
the bottom cap maintains this contact. 


pivoting has been effected after the rustproof 
bath. The watch also has gilded brass wheels. 

Amplitude limiting device: This consists of a 
magnetically positioned special steel fork and 
guard finger with the traditional roller jewel and 
safety roller. 

Batteries: The watch consumes an average of 
seven microamperes of electrical energy under a 
voltage of 1.5 volts. The batteries have a diam- 
eter of 11.3 mm and are 3.2 mm high. Lip says 
they are absolutely leakproof during and after 
discharge of energy. The voltage at start of use 
is 1.5 volts; at end of use, 1.3 volts. The batteries 
maintain a regular voltage during discharge 
time, with a voltage deviation of less than 0.05 
volt over a period of a week. Average life, for 
batteries stored less than six months, is one year. 
In no case should the batteries be permitted to 
become short-circuited, even for a brief instant. 
They would deteriorate very rapidly. 

The use of two batteries in parallel produces 
a stabilization phenomenon. The voltage of the 
two batteries in parallel is about 1.3 volts at the 
outset, then the voltage increases and becomes 
stabilized. This phenomenon is even more pro- 
nounced with stored batteries. For connection in 
parallel, both batteries must have the same volt- 
age, that is why Lip advises never to pair a new 
battery with an old battery. Both would deterio- 
rate. 

Chronometric qualities: Since the impulse is 
delivered only once during a complete cycle, as 
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Figures 15 and 16. To set the hands, 
pull the half-ring on the case back to an 
upright position and turn in any direc- 
tion. Pulling the key up also locks the 
train and balance and prevents battery 
drainage when the watch is not in use. 





THE LIP ELECTRIC WATCH (concluded) 


in a marine chronometer escapement, it is pos- 
sible to regulate the isochronism by adjusting the 
position of the impulse in relation to the line of 
centers, or neutral point, of the hairspring. This 
model caliper behaves like a watch having a dead- 
beat escapement. The power is independent of 
the quality of the contact or voltage of the bat- 
tery. 


Amplitude: With the watch in a flat position, 
the balance motion is regulated at 270 degrees 
in each direction for a battery having a voltage 
of 1.5 volts. This amplitude remains practically 
constant as to power and regulating effect of 
the contact (if the amplitude decreases, the con- 
tact time is longer; thus if the impulse lasts 
longer and the balance receives more power, it 
tends to rectify itself and recover its proper am- 
plitude). Thus, it is endowed with excellent 
chronometric performance. 


Servicing data: At the present time, the ad- 
justment and regulation of certain functions can 
only be performed at the factory where the 
proper tools and testing equipment exist. Only 
specially trained experts should attempt to dis- 
assemble or adjust this calibre. They should be 
thoroughly familiar with its operation and, in 
order not to alter its proper running condition, 
should pay particular attention to properly ad- 
justing the regulating contact, properly adjust- 
ing for tolerances and clearances, adjusting the 
cam precisely, obtaining proper voltage issuance 
and following strict working and high opera- 
tional standards. 


Changing the batteries: In order to achieve 
proper voltage balance, both batteries must be 
changed at the same time. It is preferable, of 
course, to change used batteries for those with 
a minimum of storage time. The batteries are 
removed from the back. Figure 14 shows the 
bottom of the case with its three streamlined 
gasketed caps. The key for setting the hands is 
at the figure 9 position on the dial. The other 
two caps are spring-loaded contact covers for 
each of the batteries. To remove the batteries, 
a spanner wrench that fits the diametrically op- 
posite countersinks to accommodate the spanner 
pins will do the trick. Twisting the wrench will 
unscrew the cap and the battery will fall out 
when the watch is turned over. When replacing 
a battery, make certain that the negative pole 
of the battery is down so that it will contact the 
center point of the contact spring and fit into 
its socket. Screw on the bottom cap and lock it 
at its joint, being careful not to short circuit the 
battery. 
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Setting the hands: Insert the fingernail tip 
into the front groove of the half-ring (Figure 
15) and lift it to an upright position (Figure 
16). Next, pull upwards on this key and, to set 
the hands to the correct time, turn in any direc- 
tion. Pulling the key up locks the train and bal- 
ance and prevents the electrical circuit from 
closing. 

Starting the watch: Most often the watch will 
start by itself after the hands have been set. If 
it doesn’t, twist the watch slightly. This should 
start it going. 

Storage: It is preferable to install the batteries 
at the time of sale. It is possible, however, to 
store the watch without exhausting the batteries 
by pulling the setting arbor into the hand-setting 
position. When this is done, the balance is 
stopped, the contacts remain apart and the bat- 
teries do not feed. 


Conclusion: Watches Are Watches 


From this examination one can conclude that 
electric watches are still watch mechanisms. They 
still have hairsprings, collets, staffs and jewels; 
they still have fine springs requiring delicate 
tweezer skills; they still have a train of wheels 
that are almost identical to those in spring wound 
watches; and they still have dial trains, dials 
and hands, casing mechanisms, waterproofing fea- 
tures and crystals. The electrical innovations 
have done away with the need for an escape- 
ment such as most watchmakers are accustomed 
to, but in its place is an equally delicate contact 
and break system which includes batteries in- 
stead of mainspring barrels, energizing electro- 
magnetic coils instead of a center pinion, and a 
counting device instead of an escapement or es- 
cape wheel. 

But these mechanisms are still in the domain 
of the horologist. When chronographs became 
popular during the 1940’s the watchmaker had 
to learn additional knowledges and skills. Now it 
is not unreasonable to expect him to learn just 
a little bit more about basic electricity, and 
maybe purchase a couple of electric testing meters 
if he wants to be fastidious. After all, even the 
TV technician has to continually add to his 
knowledge and equipment. With the advent of 
color TV, for example, the cost of new testing 
equipment and the intense studying that was 
necessary to grasp the new technicalities make 
the watchmaker’s present task seem minute. Com- 
parisons can be made with every occupation: the 
lawyer’s, the doctor’s, the engineer’s. Why should 
the watchmaker feel his occupation is different? 
Why should the skills he learned during his ap- 
prenticeship suffice for his whole life in such a 
changing world? Would that be progress? @&& 
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Complete in one cabinet. Bench space, 81/,” x 13”. (Not an attachment) 


CLEANS, RINSES, DRIES 
FAST, THOROUGH, SAFE 


Cleans several watches (or parts) at one time. 
Reaches even the tiniest most remote recesses. 
Magnetizable chips can’t recirculate in solution. 
Rarely need watch train be completely taken apart. 
Pre-set — timing of Clean, Rinse, Dry operations. 
Engineered and manufactured in our own plant. 
Fully guaranteed and backed by more 
than 20 years experience in producing 
electronic instruments for watchmakers. 


American Time Products, Inc. 
580 Fifth Avenue, New York 36, N. Y. 


MANUFACTURER OF THE WATCHMASTER LINE 


Tape and Drum Watch-rating Machines, Elimags, Pivot-Masters 
and Precision Timers for Industry, Government Depts., and Armed Forces 
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Here are the facts 


For many years Ultrasonic cleaning has 
proved its superiority in industry, clean- 
ing delicate parts and precision assem- 
blies. Only recently has the method 


been applied to watch cleaning. 


The word, Ultrasonic, refers to sound 
waves so high that they cannot be heard 
by the human ear. When these electric- 
ally generated waves are made to agitate 
a cleaning solution, countless bubbles 
form and bombard the surfaces which 
they hit, dislodging contamination such 
as dirt, grit and gummed oil, washing 
it away. But if the bubbles are the least 
bit too large, they cannot get into tiny 
recesses. If too small, the bubbles lack 
sufficient force to clean thoroughly. Our 
engineers have determined the most 
effective frequencies for hard-to-clean 
watches and these are rigidly controlled 
within specified limits. 


Design, construction and materials, too, 
are important, not only for thorough- 
ness in operation but also for econom- 
ical maintenance and long life of the 
machine. In every detail there has 
been no compromise with quality in 
the WatchMaster Ultrasonic Cleaner. 


Why not see and try one? 


American Time Products, Inc. 
580 Fifth Ave., New York 36, N. Y. 


Gentlemen, — Please arrange a demonstration 
of the Ultrasonic Cleaner at my bench without 
obligation, of course. 


Name 


Store 





Address 


City, State. 
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WORKSHOP 
QUESTIONS 


SCHATZ CLOCK: I have a Schatz 
1000-day clock. How many os- 
cillations of the weights should 
there be in one minute in order 
for the clock to keep good time? 
—Colonial Jewelers, Phoenix- 
ville, Pa. 


Answer: Most clocks like 
yours have torsion pendulums 
that rotate, or twist, eight times 
a minute. However, there are 
many clocks of recent importa- 
tion whose pendulums turn only 
six times a minute. Some smaller 
“anniversary” clock pendulums 
turn as fast as 10 times a min- 
ute. I am not certain just how 
many turns your clock requires 
but the solution is not at all dif- 
ficult. Here is how you can find 
out for yourself: Place your 
finger on the upright wire ex- 
tending from the center of the 
anchor. Place the minute hand 
exactly over the 12 marking. 
Now move the wire back and 
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forth, counting each time your 
finger and the wire go to one 
side as a movement. Continue 
to do this until the minute hand 
has advanced for exactly five 
minutes and stops, naturally, 
exactly over the five minute 
mark. If you have had to move 
the anchor pin 30 times, then 
your pendulum should twist six 
times a minute or 10 seconds for 
each turn. If it required, let us 
suy, 40 movements, then your 
pendulum requires eight turns 
a minute, or 714 seconds per 
twist in each direction. If it 
took 50 movements, then your 
pendulum must twist 10 times a 
minute, or six seconds for each 
twist. Use at least five minutes, 
then when you divide by five, 
any errors you make in count- 
ing are also divided by five. Also, 
it is easier to observe a five min- 
ute interval than a minute in- 
terval. Clocks like these need no 
special attention for regulating. 
It is better to set your tension 
wire and occasionally make ad- 
justments until the clock keeps 
close enough time to suit. 


* * * 


CLEANING GOLD JEWELRY: Our 
city has a humid and saline at- 
mosphere. How can gold (both 
yellow and white) and sterling 
silver chains and rings be 
cleaned quickly in our shop?— 
P. E. Cosbill, Port Arthur, Tex. 


Answer: Cyanide is the most 
effective method of cleaning 
silver and gold. Follow this pro- 
cedure: Dissolve one ball of 
sodium cyanide in one-half gal- 
lon of water. When the solution 
reaches 70° F, suspend the ob- 
ject to be cleaned by a copper 
wire in it for about a half min- 
ute. Then rinse the _ piece 
thoroughly and examine it. Rub- 
bing it with a rouge impreg- 
nated cloth will restore the 
lustre. A disadvantage of this 
solution is that it will remove 
any antiquing a silver piece may 
possess. In other words, while it 
will remove unwanted tarnish 


from the silver, it will also re- 
move the desirable dark back- 
ground found in deep-patterned 
silverware. Sodium cyanide is a 
dangerous poison. Keep it tight- 
ly stoppered in a container when 
not in use. Never allow it to 
come in contact with acid; a 
deadly gas would be given off. It 
may be purchased at most jew- 
elry supply houses or from your 
local drug company. There is 
also a rouge impregnated cloth 
sold under the trade name of 
“Selvyt.” You can get it from 
your supply house. Or you can 
rub rouge in a clean linen cloth 
to serve the same purpose. 


* * * 


MASTER CLOCKS: The Western 
Union Telegraph Co. has in- 
creased its time service rates on 
their clocks. One of my cus- 
tomers approached me about 
buying a master time clock and 
three or four “secondary slaves” 
to be controlled by the master. 
They are to be used in radio 
broadcasting where, of course, 
exact time is essential. Where 
can he get these clocks ?—C. E. 
Kneeburg, Spencer, N. C. 


Answer: Accurate master 
clocks with secondary (impulse) 
clocks are made by IBM (In- 
ternational Time Co.), 590 Mad- 
ison Ave., New York; Howard 
Clock and Sales Service Corp., 
132 W. Broadway, New York; 
National Time Recording Equip- 
ment, 25 Beaver St., New York; 
Smith’s English Clock Systems, 
45 W. 45th St., New York. 
(Their address in England is 
170 Great Portland St., Lon- 
don, W, 1); and Thomas Mer- 
cer Ltd., St. Albans, Hets, En- 
gland. 


* *k * 


OILING 400-DAY CLOCKS: What is 
the correct oiling procedure for 
400-day clocks ?—Colonial Jew- 
elry Co., Westminster, Md. 


Answer: Oiling procedures 
for these clocks are not much 
different from oiling any good 
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To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incabloc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 

is sold exclusively for use in jeweled-lever watches. It is the consumers’ guarantee 
that he is buying a precision timepiece. Convert this strong consumer demand 

into jeweled-lever watch sales ...feature incabloc in your store and advertising. 
For free sales aids and advertising material write to 

incablioc Corporation + 730 Fifth Avenue - New York 19, N. Y. 
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clock. However, make certain 
that you oil the pallets and es- 
cape teeth. Do not oil the 
crutch. That is, do not oil the 
fork that contains the vertical 
pin sticking up from the anchor. 
Use heavier oil for the main- 
spring since this is a heavy duty 
spring and pressures are 
greater. Use heavy oil, also, for 
the barrel arbor and first and 
second wheel, since these move 
slowly and under great pres- 
sure and light oil might have a 
tendency to be pushed aside by 
the side pressure. For more de- 
tails on these clocks, consult the 
400 Day Clock Repair Guide. 


* * * 


ARSENIC AND GOLD: I understand 
that arsenic is used to oxidize 
gold to produce an antique 
finish. My pharmacist tells me 


that there are various types of 


arsenic solutions and he is not 
certain which one I require. 
Please tell me what solution to 
use and explain the technique to 
produce the oxidization.—M. H. 
Lebson, Hackensack, N. J. 


Answer: Arsenic is a gray 
metal which readily combines 
with other substances to form 
extremely poisonous compounds. 
White arsenic (arsenous acid) 
is the form used in an antiquing 
solution. The formula for this 
solution will be given on re- 
quest. However, you will receive 
more uniform results by using 
such commercially prepared so- 
lutions as “Antique Yellow 
Gold” or “Antique Green Gold.” 
Even pure gold (English finish) 
solution can give a Butler or 
Roman finish with adequate 
preparation of the piece. Should 
you wish to do your own plating 
or refinishing, your supply house 
carries small plating rectifiers 
and plating solutions to make 
the operation entirely feasible 
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GRIPTITE, with extra threads 
in the ring plate, means 


@ Faster, easier, 
tighter assembly. 


@ Perfect ring alignment. 


@ No twisting or turning 
of individual rings. 


@ No exposed edges to 
snag clothing. 


for the jewelry repairer. 


* * * 


GUARD FINGER TROUBLE: I have 
a watch that is in beat and has 
a round safety roller without 
burrs. It has the proper end- 
shakes in both staff and pallet 
arbor. Yet the watch stops 
with the guard finger against 
the corner of the passing cres- 
cent. This is anew watch. Why 
does it stop?—Lee Farnsworth, 
Denison, Iowa. 


Answer: It would seem that 
your roller is too small in diam- 
eter or else your fork length is 
too short. A short review of the 
safety action of escapements 
shows the following: Overbank- 
ing is prevented by the guard 
finger ; should the watch receive 
a jar during about 300° excur- 
sion of the balance, the guard 
finger and fork will be jarred 
away from the banking pins. 
The guard finger will then butt 
against the smooth edge of the 











the coupon on Page 201 
to send in your classified 
advertisement to 


USE 


with EXCLUSIVE Single Screw Closing 


You have only one stainless steel 
PILOTED screw to close. 
Asst. #53-680—1 ea. of 6 nos., 14 kt gold, yellow 
and white, in plastic box 
Asst. #53-690—1 ea. of 6 nos., gold filled yellow 
and white, in plastic box 


— 3, 





FREE with every GRIPTITE assortment 
@ an extra-long blade screwdriver. 
@ an attractive 2-color window display. 





PAY LESS! GET THE FINEST 
Order GRIPTITE DUAL RING LOCKS 
today from your material supply house. 


the Jewelers’ Circular-Keystone 











$8.40 
$4.95 


Refills available in separate sizes. 14 kt... $16.00 doz. gold filled .....$10.00 doz, 








Chestnut & 56 Sts., Phila. 39, Pa. 
OF YOUR 


ORIGINAL 
“G \ HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME 2’ 


@ NATIONALLY ADVERTISED @ PROVEN SALES 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hegany or blonde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding .. . 
create extra repair jobs.) 

AVAILABLE AT YOUR JoBBERS OR WRITE $4.00 

BEATTY MFG. CO., 7424 Senta Monica Bivd.., Hollywood 46, Calif. KEYSTONE 
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safety roller as shown in Fig- 
ure 1 (below). The action of 
draw on the pallet jewels’ lock- 
ing surfaces will then pull the 
fork back against the banking 
pins. This will allow the roller 
jewel to enter the fork slot with- 
out interruption. However, 
when the guard finger is within 
the crescent the fork is jarred 
away from its position against 
the banking pin. Here, the pur- 
pose of the fork horns becomes 
known: to prevent overbanking 
when the guard finger is pass- 
ing the safety roller crescent. 
Figure 2 shows how the fork 
horns serve this purpose. Should 


the watch receive a jar when the 
roller jewel and crescent are 
over the guard finger the fork 
horn will butt against the roller 
jewel and prevent the fork from 
moving any further. The roller 
jewel in turn will glide over the 
curve of the fork horn into its 
fork slot for the pallet jewel un- 
locking action and lift. 
However, should the fork it- 
self be short or the roller jewel 
table too small in diameter, the 
fork will have to travel too far 
before the fork horn contacts 
the roller jewel and the condi- 
tion you describe will result. To 
properly test your escapement 
follow these directions: Gently 
move the fork away from the 
banking pin with a piece of fine 
pegwood so that the guard 
finger contacts the safety roller. 
Now move the balance very 
slowly with your finger until the 
roller jewel is far out of the 
fork and a half turn around. At 
the same time notice the condi- 
tion of the pallet jewel lock. 
Now slowly return the balance, 
controlling it with your finger, 
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into the position where the roller 
jewel will enter the fork slot, 
pressuring the fork against the 
safety roller’s side. As the guard 
finger enters the crescent, you 
will probably have the “hung- 
up” condition of which you com- 
plain. 

This condition can be reme- 
died by stretching your fork or 
replacing your roller with one 
of a larger diameter, but it can 
be aggravated by too shallow a 
drop lock where the escape tooth 
is always on the lift surface do- 
ing what you have just done 
manually in the test above; that 
is, pushing the fork away from 
the banking pin. Test for this as 
well. Also, perhaps the pivots 
were accidentally bent away 
from the fork. However, the fact 
that the watch is in beat has 


nothing to do with this condi- | 


tion. 





OVERSEAS REVIEW 


Die Uhr 
Bielefeld, Germany 


A recent issue covers a varie- 
ty of subjects: George Schindler 
writes on auto clocks and the 
airplane type of instrument 
panel installations; types of 
mountings for clocks are cov- 
ered and both front wind and 
edge wind mainspring driven 
clocks are illustrated; and Gus- 
tav Schonberg writes on store 
clocks run by electricity with 
pictures of many types as they 
appear outside leading German 
jewelry stores. In another re- 
cent issue, planetarium clocks by 
Dondi are discussed. Dondi, who 
made clocks in the 14th Century, 
showed unusual skill and ability 
as well as artistic taste. 

The Laco “Electromat” watch 
is featured in another issue. It 
is attractive, but from the move- 
ment viewpoint does not match 
the Hamilton in size of parts or 
compactness. The balance, how- 
ever, closely resembles the Ham- 








JEWELRY, CHINA 
OBJECTS D'ART 


AUCTION 
SERVICE 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big group 
auction sale in 1932; Feagans Com- 
pany, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 
ing normally $500,000. 


STARTED 1959 OFF WITH 


THREE CLOSE-OUTS 


DOWN TO KEY IN THE DOOR 
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AMERICA'S BEST KNOWN 
JEWELRY AUCTIONEER 





Following is a Press Notice in the Com- 
mercial Maii, Columbia City, Ind.: 


OSBORN STORE AUCTION 
CLOSES, FIXTURES SOLD 
The Osborn Jewelry Store auction has 
been considered highly successful by Mrs. 
Rheva Osborn. The auction closed Mon- 
day and fixtures were sold. Thomas J. 
Faussett, entertaining and eloquent auc- 
tioneer, revealed another side of his na- 
ture at the closing auction when he asked 
the audience to join in 30 seeonds of 
silent prayer for world peace. He was 
assisted by Jack Dickersin at the auction. 
One of the old and reliable firms in 
Indiana, the store has been in its present 

location for over 50 years. 


EVERY LIQUIDATION 


must appear to the public equally 
as important as it does to the owner 
of the store. We specialize in close- 
outs: Forty years an advertiser with 
this, the oldest jewelry trade journal 
in America. 


THOMAS J. FAUSSETT 
521 FLEMING STREET 
HOWELL, MICHIGAN 
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ilton electric watch balance. 

Pearls and their history is a 
feature in another issue. In- 
cluded are excellent photographs 
of historic figures wearing early 
pearl jewelry and pearls. Dr. 
Alma Dorner shows by repro- 
ductions of details of famous 
paintings by Rubens, da Vinci 
and Bronzino that pearls have 
had a long history. 

Another issue contains anec- 


dotes about famous historical 
figures and their relationships 
with timepieces. For example, 
there is the old one about George 
Washington’s secretary who, be- 
ing late, blamed his watch for 
his tardiness. Washington, who 
was a very correct type of per- 
son, remarked that either his 
secretary would get a new watch 
or he would get a new secretary. 
Napoleon, Breguet, Sir Edward 
Grey and George Clemenceau 
are also subjects of these stories. 





ou'll smile “all the way \ 


MB Goldsmith's 92 years experience in \ 
refining and valuing jewelry scrap of all kinds \ 
is reflected in the size of the checks |\ 
that we send you for old gold, gold filled \ 
and plated scrap, optical frames, sweeps, sink 
settlings, filings and polishings. \ 
CONFIDENT is the word that best \ 
describes the feeling of those who are \ 
familiar with our service. \ 
COMPLETE SATISFACTION expresses \ 
their personal gratification with our pay- \ 


ment and promptness. A trial will 


mean a smile of pleasure for you, too. | 
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to the ‘aenieel 
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SMELTING & REFINING CO. 
111 N. Wabash Ave., Chicago 2, Illinois 


74 W. 46th St., New York 36, N. Y. 











Watch timing and electronics 
are covered by George Schindler 
of Muchen. He discusses the use 
of timing machines and vibrat- 
ing of hairsprings with elec- 
tronic devices and covers the 
analysis of watch ticks with an 
oscilloscope and measuring the 
amplitude of balance motion 
with the ‘“Mikro-Dynagraph 
Amplitudograph.” 


In another article Wily Sie- 
beneicher discusses the advis- 
ability of placing the fourth 
wheel (former center wheel) off- 
side. In this manner the barrel 
may be made larger and, by ar- 
rangement of the train, the 
space in the watch can be saved 
for enlargement of the escape- 
ment. Clocks running by photo- 
electric cells are discussed and 
illustrated in another issue, as 
are quartz construction and tech- 
niques in electronic horology. A 
large assortment of quartz 
clocks and schematics of their 
principles are featured and the 
checking of these clocks by the 
Zenith tube used in astronomy 
is explained. An interesting ar- 
ticle concerns the modern watch- 
maker’s workbench. Illustrated 
is one in which the center of the 
bench is curved inward so that 
the watchmaker is partially sur- 
rounded by the outer edges of 
the bench. This allows him to 
place both elbows on the bench. 
The bench has six drawers on 
each side, a shallow center draw- 
er and legs which support the 
drawers quite a distance from 
the floor (as opposed to those in 
which the drawers go right 
down to the floor). The legs are 
slanted and provide plenty of 
leg room and a great deal of 
broom space for sweeping, clean- 
ing and recovering of fallen 
parts. 


In the advertisements of this 
publication German clocks and 
watch calibres are profusely 
shown, along with a variety of 
equipment for the watchmaker. 
If this abundance of advertising 
is any indication, we must sur- 
mise that the German watch- 
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ae 1361/1361 N at your Genuine Watch Parts Distributor... 


Ree f —VA/ " 


PROTECTIVE PACKAGING 
SAVES TIME AND.MONEY! 


GENUINE SWISS BALANCE WHEEL ASSEMBLIES OFFERED 
IN REVOLUTIONARY PROTECTIVE PACKAGE! 


Here is a new package for watch balance wheel as- 
semblies, now available to watchmakers through their 
local Genuine Watch Parts Distributors. This ingenious 
development, by Ebauches S.A., is a special plastic 
holder which secures the part and protects it from 
shock and vibration. Another outstanding feature of 
this package is a special label which gives the official 
identification markings — and an illustration of the 
part itself. 


The complete balance wheel contained in this pack- 
age — like all genuine Swiss repair parts — is made 
of the finest materials to exact dimensions — thus 
assuring perfect fit and performance. 


Here are the additional advantages of this NEW 
high-quality balance wheel assembly and protective 
package: 

GUARANTEES AN AUTHENTIC AND GENUINE PART 

INSTANTLY IDENTIFIED 

ASSURES COMPLETE PROTECTION 

CORRECT DIMENSIONS; INTERCHANGEABLE 


AVAILABLE FOR ABOUT 2,000 BASIC AND 
DERIVED CALIBERS 

SPEEDS PROCESSING AND FACILITATES SHIPPING 
OF GENUINE WATCH PARTS 


@ HELPS INCREASE REPAIR DEPARTMENT VOLUME 


This new, improved package is another feature of the 
Watchmakers of Switzerland’s continuing program of 
supplying factory-accurate parts for the most popular 





Swiss jeweled-lever watch movements. As a result, the 
process of ordering and stocking repair parts has 
become simplified and systematic — assuring watch- 
makers that the parts received from suppliers are 
authentic and in perfect condition. 


hy so-called “bargain” parts... always be sure to 
iss watch material in the right official package! 
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THE WATCHMAKERS OF SWITZERLAND 
—THE FEDERATION OF MAKERS OF 


Fine Jeweled-lever Swiss Watches 
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maker is much more modern and 
progressive in the use of new 
devices than his English or 
French counterpart. 


* * ba 


Neue Uhrmacher Zeitung 


The frontpiece of a recent is- 
sue pictures twé fine examples of 
coach watches of the late 17th 
Century. These look very much 
like pocket watches, but are 
about three inches across and 
quite thick. They are pierced so 
that the ringing of an alarm 
might be heard. They are hang- 
ing watches and are considered 
rare. The Rollofit, a pivot lathe, 
very much like the Jacot but 
much more mechanized, is dis- 
cussed, as is use of the staking 
set. This article has been syndi- 
cated by the concern of Seitz and 
shows the proper use of their 
tools in pallet-arbor replacement, 
hole closing, swading, staff-stak- 
ing, stretching of forks, cylinder 
work, etc. Proper use of the 
slide rest in lathe turning of 
tapers and in precision work and 
general turning is also dis- 
cussed. 

Cultured pearls are the theme 
of another issue of this publica- 
tion. Their history and develop- 
ment are covered. Other articles 
in this issue concern the tech- 
niques of applying bridles to the 
automatic watch barrel and 
mainspring; up and down indi- 
cators ; staking sets by Seitz; the 
operation of gears and pinions 
and proper curves; and the use 
of various German automatic 
watch cleaning machines (the 
Elma, Super-Elite, Tulon Auto- 
matic, Elma Automatic and 
Elma Junior are discussed). 
Pinning points on hairsprings is 
covered by Emil Unterwagner 
in another recent issue of this 
magazine. The pinning of flat 
hairsprings is now being taken 
more seriously in controlled as- 
sembly and manufacture by 
watch companies and this article 
is timely. In another article 
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Bernard Dierich tells how to oil 
an automatic watch. Doing this, 
he says, requires a complete 
knowledge of each principle and 
calibre. However, the principles 
of oiling the beaks of clockwork, 
ratchet teeth on winding-up 
wheels and other frictional sur- 
faces are covered in this article. 


* * * 


Journal Suisse D’Horologerie et 
de Bijouterie 


“The Swiss Watch and the 
American Retailing Revolution” 
is the feature article in a recent 
issue of this publication. It deals 
with the discount houses and 
their selling methods and is quite 
an exhaustive study. The author 
claims that the popularity and 
success of the U. S. discount 
house is due to the pre-selling 
job of brand names and high- 
pressure advertising. Europeans, 
on the other hand, are less brand 
name conscious and rely more 
heavily upon the judgment of 
their jewelers. Fair trade laws 
and their implications are also 
discussed. The author reports 
that the attitude of Swiss manu- 
facturers to them are mixed; 
some would be harmed, others 
aided. 

“Modern Trends in the De- 
velopment of the Balance and 
Spring of Swiss Watches” con- 
cerns itself with the new type of 
regulators (without index). The 
author talks about the advan- 
tages of pinning points in rela- 
tionship to the stud. The angle 
of index manipulation varies ac- 
cording to the design of the bal- 
ance bridge, the writer points 
out. However, many new 
watches are appearing without 
the index and with only a slit in 
the regulator which oftime 
serves as the guide in regulator 
movement. To offset this the 
regulator may be moved to a 
plus or minus of three minutes, 
as against the extreme limita- 
tions of older type regulators. 
Screwless balances are consid- 
ered superior by the writer be- 
cause of the strength of the bal- 
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in troducing 
thre 


Superb 


raric SUPER 


For further information about the 
Chronografic Super and the Chron- 
ografic Junior write or contact the 
distributor listed below 


BRISTOL, PENNA. 

*Horace L. Fine, 261 Wood St., 
CHARLOTTE, N. C. 

*Carolina Jirs. Sup. Co., Rm. 815, Indep. Bidg. 
CHICAGO 80, ILLINOIS 
C. & E. Marshall Co., 
CINCINNATI, OHIO 
The E. & J. Swigart Co., 28-34 West 6th St. 
COLUMBUS, OHIO 

C. & E. Marshall Co., 

1322 Huntington Bank Bidg., 
DALLAS 1, TEXAS 

C. & E. Marshall Co.., 
DES MOINES 3, IOWA 
*towa Jewelers Supply Co. 

317-320 Empire Bidg., 6th & Walnut St 

FORT WORTH, TEXAS 

*Green's Jeweler Supply 

205 Burk Bidg., 4th & Main St. 

FRESNO, CALIF. 

*Snell's, 312 Heim Bidg 

GREENSBORO, WN. C. 

S. LaRose, Inc. 

HOUSTON 2, TEXAS 

C. & E&. Marshali Co., 81742 Main St., Rm. 429 
JACKSONVILLE 2, FLA. 
*Florida Jewelers Supply 
619-620 Professional Bidg., 
KANSAS CITY 6, MO. 

C. & E. Marshall Co. 

301 Myron Green Bidg., 
LOS ANGELES 13, CALIF. 
C. & E. Marshall Co. 
503 Pershing Sq. Bidg., 448 South Hil! St 
LOS ANGELES 13, CALIF. 
Pacific Jewelers Sup. Co., 424 S. Broadway 
LOUISVILLE 2, KENTUCKY 

S. LaRose of Louisville, Inc. 
342 Commonwealth Bidg. 
MIAMI 32, FLORIDA 
*Hirsch Jewelers Sup. Co., 
MILWAUKEE 3, WISC. 
*Wisconsin Jewelers Sup. Co., 

161 W. Winconsin Ave., 3160 ranhioten Bidg 
MINNEAPOLIS, MINN. 
C. R. Leeds Co., 627 First Ave. N. 
MINNEAPOLIS 2, MINN. 
C. & E. Marshall Co 
1054 Plymouth Bidg., 12 South Sixth St 
NEW ORLEANS 16, LA. 

*Dixie Wtmkrs. Sup. House 
217 Godchoux Bidg., 527 Canal St. 
NEW YORK 36, N. Y. 

*Tela-Time Watch Supply, 37 W. 47th St 
OKLAHOMA CITY 2, OKLA. 
C. & E. Marshall Co. 
418 Hales Bidg., Main & Robinson St. 
PEORIA 2, ILLINOIS 
*Zook Jirs. Sup. Co., 1204 Ist Nat. Bank Bidg 
PITTSBURGH 22, PENNA. 
C. & E. Marshall Co. 
600 A. Century Bidg., 130 7th St. 
SACRAMENTO 16, CALIF. 

*Strutz Wtmkrs. & Jirs. Sup., 2200 “K’’ St 
SAN DIEGO 1, CALIF. 

‘James R. Davidson, 
520 ‘'E'’ St., Robinson Bidg 
SAN FRANCISCO 5, CALIF. 
Fried & Field Co., 657 Mission St 
SAN FRANCISCO 5, CALIF. 
Nordman & Aurich, 657 Mission St. 
TOLEDO 2, OHIO 

Toledo Jewelers Sup. Co., 
WASHINGTON 4, D. C. 
The E. & J. Swigart Co., 
WICHITA 2, KANSAS 

*H. R. Wade & Son, tnc., 216 Bitting Bidz. 


*DRtributor, C. & E.-Marshali Co. 


Box 328 


Box 7737 


17 S. High St. 


1601 Main St., Rm. 309 


126 W. Adams St 


1115 Walnut St 


127 N. E. 1st. Ave 


245 23rd St 


930 “E’’ St., N. W. 


or write direct to: 
American Greiner Electronics, Inc. 
472 Main Street, Stamford, Conn. 


awerican] GREINER 
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most 
successful 
timing 
machine 
since 
its 
appearance 
at 
the 
Swiss 
Industries : 
Fair 
Basel 
1958 


Exact replica 
from tape of 
Chronografic 
SUPER 
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ne. CHRONOGRAFIC 


Superb 


Certified stability over years ofsoperatt 6 long-li oe tubes a uereraaa for? 10,00 
24 different beats: 3600, 6000, 7200, 12000, 1800 i a8 : asdo, 1/2004 800, 
16200, 19800, 9000, 12600 13500, yoo 1800, 5400, 96 14400; 198 
(21306.12 OMEGA or ay ory on request) 


REVOLUTIONARY. ‘HIGH PRECISION RECORDING System 
ly r . ith a scannir f 2000 mm/sec dia 
ity never before a nN paper t pe is continuously disca ets. 
_througt the recorder. for constantly, vork with fresh tape. One Oneeree f rbon p 
asts 100 rolls of oFT0 or tna ; : : 
Paper feed ys mp fl ong term tests of trains (optional). 


AUTOMATION AND FUNCTIONAL DESIGN 
Automatic Sibson a Sper feed. Place a watch of movement on the microphone, the record- 
| take it away, the tape stops. Tick amplifier for high and low semsitivity unrespon- 
sgn noise interference. Bright illuminated working area, no anadows. 
rge es od of ered Bigcision, | 


een 





PRICE 


"$725.00 


COMPLETE 


with watch and clock microphones, handbook, earphone, 

cover, 1Oerolis.of tape and the GREINER ELECTRONIC 

METHOD Fi -E continually supplemented by our r Bulletins. 
Chronografic Junior on? hee pps: by 
The Standard Timing Machine for The Watchmaker ee Bes RNs | ae | 7. 


AMERICAN GREINER ELECTRONICS, INC., 472 Main Street, Stamford, 


AMERICAN GREINER 
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Truly 
W ater- 
proof 
Crown 





The “O" ring washer in this newly de- 
signed crown is round like a doughnut 
instead of being flat. Small point of 
contact makes watch easy to wind. As 
"O" ring wears, it springs out to keep 
a truly waterproof seal. The "O" Ring 
was developed during the war where it 
was used for pro protection of in- 
struments from water. Now you can use 
this superior Newall W.P. crown. 

in 12-Bottle Leatherette Cabinets 
No. 120S—12 Stainless Steel Crowns $5.65 
No. 121Y—12 Newall Quality Yellow Crowns 5.65 
No. 122—12 Each Stainless & Yellow 10.00 


Many other assortments 


FREE 32° 


CROWN 


| JUST SEND SELF-ADDRESSED ENVELOPE 
' Only | free crown to a store. Offer 
expires June 15, 1959. Send envelope to: 


NEWALL 


RING 


' 
' 
' 
' 
' 


NEWALL MFG., 139 N. Wabash, Chicago 2, Ill. 








SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.!.A. and state examinc- 

tions and are in great demand. 
Send for free Catalogue 


’ 
>"? 


Courses Approved for 
Veterans & State Rehabilitation 





"Your Future & Our School"’ Bowman Bidg., Lancaster, Pe. 














haleh, Case Fippann 


We repair all types of eases, chrone- 
t ] and stainiess, and make coll 
springs for cases. We also sell used re- 
placement movements. 

Write for Information 


BECKER-HECKMAN COMPANY 
29 East Madison Street 


Chicago 2, Illinois 





= CONG 
THE GUARANTEED WATCH 


ACON watcu crown co. 


50 Eldridge S$t., New York 2, N. Y. 
ere e pens Filled Crowns 
@ line in f 
Sold through Wholesolers a lebbers 
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WORKSHOP (continued) 


ance, poise stability, less turbu- 
lences and barometric errors 
and the possibility of concentrat- 
ing the mass outward for a 
greater moment of inertia with- 
out increasing the mass itself. 
With today’s techniques, it is 
now possible to replace an entire 
balance assembly and expect 
good timekeeping, the article 
says. While the cost to the watch 
repairer might be slightly great- 
er, the savings in time would off- 
set this cost, according to this 
author. 

In another article, J. C. Nico- 
let has a short thesis on the 
“Point of Attachment” of bal- 
ance springs. This concerns the 
diminishing use of the Breguet 
overcoil in favor of a controlled 
attachment point of the collet 
(in relation to the stud posi- 
tion). The author believes that 
there is no advantage to be 
gained in using the overcoil 
(Breguet) spring in movements 
smaller than 27 mm in diame- 
ter (12 lignes). He claims that 
it is difficult to form these curves 
on small watches on a produc- 
tion basis. Furthermore, it be- 
comes easily distorted. Watches 
with flat hairsprings have 
achieved certificates of very 
good timing. The contention 
here is to adhere to Grossmann’s 
principle of pinning at even 
turns when the watch is free- 
sprung and to pin at right angles 
to it, with the spring developing 
upwards, when the regulator is 
used. For Breguet springs, Phil- 
lip’s outer terminals and Gross- 
mann’s inner curves are recom- 


mended. 
- * = 


Revue Francaise Des Bijoutiers 
Horlogers 


This publication contains ar- 
ticles of special interest to jewel- 
ry store operators. There are 
many articles dealing with the 
more commercial aspects of the 
business and some technical ar- 
ticles on watch repairing and 
jewelry making. Michel Chant- 


eresnes and Jean Solesmes col- 
laborate. to write an article on 
‘“‘Man, Space and Time.” Georges 
Devas, professor at the horologi- 
cal school, writes on the double 
roller escapement lever. A report 
on the visit of Soviet technicians 
to French industrial centers is 
described. A short article tells 
methods of plating tools, watch 
plates, cases, bracelets and other 
sundry items used and handled 
by the average jeweler. The or- 
ganization Catehor (French 
watchmakers) issues a_ short 
comment on the choosing of a 
mainspring and provides the 
usual dynanometer graphs. A 
machine to engrave the inside of 
rings as well as their outer rim 
is shown in numerous issues of 
this publication as well as in 
other European magazines. 
While this may be new to them, 
the Engravo Co. of New York 
has had such a product on the 
market for quite some time. 
Growing in popularity in almost 
all trade journals, except the 
Swiss, are articles on the design 
and construction of the pin-lever 
escapement and its repair. This 
French review is no exception. 
Henri Maire is the author of an 
article dealing with the design 
of such an escapement, one that 
is rather deep locking with long 
teeth. Escape wheels of 10, 15 
and 18 teeth are illustrated to 
point out their differences. While 
of necessity the teeth widths are 
different for each of these escape 
wheels, the pin thickness re- 
mains the same. An angular lift 
of 15 degrees, which seems ex- 
cessive to me, is recommended. 














sie ie Si Ped Aa 
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ATERPROOF 
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information& {7 
free samples 47, 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED” —Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 


“HELP WANTED”—"LINES WANTED"—and “SIDE LINES” —Regular 
first 25 words; additional words 15 cents per wo 


$4.00 
- Heavy 


type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


© Name, Address, Initials and Abbrevia- 
tions count as words 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


In answering Box Numbers address envelope “Box —,” 


®@ Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

@ A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELER’S CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 





DIAMOND SETTER and repair man; 
age 22, married; references; position 
age address “S., 4956,” care of 
JC-K., 





FORMER jewelry store owner seeking 
position as manager; age 43; top ex- 
perience in jewelry & credit operations ; 
address “S., 4941,” care of JC- 





BOOKKEEPER, F. C. thoroughly experi- 
enced in je~velry and diamonds; also 
selling exp. ‘re; excellent references ; 
address “C., 4940,” care of JC-K. 


SALESMAN for retail jewelry store; 22 
years experience; presently employed; 
desires location in Florida; address “M.., 
4892,” care of JC-K. 





MANUFACTURING jeweler, diamond set- 
ter, platinum, gold; expert on fine re- 
pairs; take full charge; address “G., 
4884,” care of JC-K. 








HAVE CUSTOMERS & Car— will 
travel; 15 years very capable repre- 
sentation; loose and mounted dia- 
mond goods; cash and credit trade; 
address, “F, 4951,” care of JC-K. 





EXPERT SALESMAN seeks 5 day week 
showroom job, reputable wholesale jew- 
elers; ring manufacturers or watch im- 
porters; Jersey resident; salary open; 
address: “S., 4961,” care of JC-K. 





WATCHMAKER:;; good mechanic; over 12 
years fine store experience ; take charge 
repairs, sales; New York City, Long 
Island, Suburbs; references; address 
“S., 4944,” care of JC-K. 





DIAMOND EXPERT; buyer, assorter; 
top notch man for diamond merchant or 
jewelry concern; outstanding experi- 
ence for 20 years; excellent reference ; 
address “489,” care of JC-K. 





DIAMOND ASSORTER; number of years 
experience assorting - selecting and 
matching stones for large ring manu- 
facturers; references; N. Y. City pre- 
ferred ; address “490,” care of JC-K. 





JEWELRY POLISHER would like to 
have a partner to open polishing shop, 
or to be a partner with established pol- 
ok shop; address “491,” care of 





EXPERIENCED SALESMAN: vast, 
friendly following with the manufactur- 
ing trade in New York area, now avail- 
able for progressive firm; address “K., 
4945," care of JC-K. 





MANAGER, SALESMAN ; 25 years expe- 
rience with diversified ability in all 
phases of credit operation; willing to 
relocate for ermanent sition; ad- 
dress “J., 4918," care of JC-K. 





MANAGER OR SUPERVISOR, fully ex- 
perienced in all phases of store opera- 
tion; age 40, married; presently em- 
ployed as manager; relocate any sec- 
tion; address “C., 4936,” care of JC-K. 





DIAMOND CUTTER: 17 years experi- 
ence, seeks sales opportunity with dia- 
mond or diamond jewelry firm; educa- 
tional background, college sales major ; 
address “G., 4932,” care of JC-K. 





MANAGER; large volume store or 
chain available at once, anywhere; 
over 10 years experience diamonds, 
buying, windows, advertising, pro- 
motions; collections; address, “S, 


4924,” care of JC-K. 





SEASONED TRAVELING MAN seeks 
better brief case diamond line; major 
cities, every direction within 200 miles 
Manhattan; currently employed promi- 
x Sepmamied address “S., 4960," care of 





BXECUTIVE CHAIN store manager 
seeks challenging job Metropolitan New 
York or New Jersey: minimum salary 
$9,000; details confidential, Sunday in- 
rk pele address “S., 4906,” care of 
JC-K, 





MASTER Watchmaker of Switzerland de- 
sires permanent position; 19 years ex- 
perience in high grade watch repairing 
and watch sales; capable of managing. 
top European and American references ; 
address “488,” care of JC- 





EXTRAORDINARY SALESMAN avail- 
able reputable credit jewelers, Newark, 
Elizabeth, East Orange, Bloomfield, 
Passaic or Paterson; intensified experi- 
ence diamonds, watches, related lines; 
address “S., 4920,” care of JC-K. 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Under the Heading of 











_____place the Following ad: 


























Please check if box No. Wanted [] 


Enclosed is Check [] or Money Order [1] 
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MANAGER, 43 years; thoroughly quali- 
fied, 20 years experience all hases 
credit jewelry business; presently su- 

rvising 3 units; prefer Southern 
gx area; address “S., 4891," care 
of . 





YOUNG WOMAN with 13 years experi- 
ence in the manufacturing of precious 
jewelry, thoroughly experienced in prac- 
tically all phases of jewelry work; 
knowledge of bookkeeping, best refer- 
ences; address “I., 4863,” care of JC-K. 





MANAGER—young, married family man ; 
experience all phases of cash, credit, 
business, promotions, display advertis- 
ing, buying, etc.; executive ability with 
excellent references; address “‘K., 4912,” 
care of JC-K. 





MANAGER; 33, family man, 10 years 
experience all phases credit business, 
credits, collections, promotions, buying, 
advertising, etc., desires change for ad- 
vancement; prefer Texas, Southern 
Calif.; address “S., 4881,” care of JC-K. 





CERTIFIED GEMOLOGIST desires posi- 
tion with top level firm: wholesale or 
retail; 12 years experience as salesman, 
jeweler, stone-setter, watchmaker; fin- 
est workmanship; wants position with 
fepege i address “H., 4917,” care of 





—— 


CERTIFIED Master Watchmaker and 
business College graduate desires posi- 
tion as watchmaker or assistant man- 
ager; would also work in store with 
option to buy; married, good health: 
a ~~ giaa write, P. O. Box 505, Quincy, 

nos. 





LOS ANGELES; prolific sales producer, 


outstanding versatile retail background : 
buying, selling, promotion, managerial; 
diamonds, watches, silverware, jewelry ; 
now employed, seeks bigger challenge: 
aes $25 a day; telephone DUnkirk 7- 
, ». 


- 


a= a 





MANAGER—executive ability; 20 years 
experience in retail credit jewelry store 
operation; selling, advertising, buying, 
credit & merchandising: can assume 
full responsibility; married: furnish 
best of references; address “S., 4851,” 
care of JC-K. 





YOUNG EXECUTIVE: merchandising 
manager, stylist; presently employed: 
thorough knowledge of every phase of 
watch industry including sales: trained 
here and abroad: ability to forecast 
markets trend, creative ideas: wishes 
challenging position with a quality and 
prestige watch concern; address 487,” 
care of JC-K. 


_ - ————_- Se ——— 


CERTIFIED WATCHMAKER desires po- 
sition as a combination salesman, assis- 
tant manager and repair estimator: 
must be permanent with progressive 
firm with future; 42 years old, married, 
one child; honest, courteous, neat and 
aggressive; no bench work: prefer 
South or Southwest; address “B., 4933,” 
care of JC-K. 





INTERNATIONALLY KNOWN Master 
Watchmaker wants top pomstion at top 
pay with an old established, large, fine 
firm; have 40 years experience and spe- 
clalize on fine grades, as Patek Philippe, 
Rolex, Vacheron-Constantin, etc.: am 
married, have finest references: avail- 
able short notice; address “N., 4823,” 
eare of JC-K. 





SALESMAN; traveling Calif.. Arizona 
and Nevada; known by all jewelers 
and department stores ; desires a strong, 
well known line; I will give you the 
maximum amount of business this ter- 
ritory can produce; can furnish refer- 
ences both personal and business: will 
relocate if necessary; available imme- 
fon address “F., 4929,” care of 
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<n cen cnmnaR teEtOeE etn 
Lines Wanted 





SIDE line of findings, gold, sterling silver 
and gold filled; experience wit ood 
following; 8 years traveling, New York 
through to orth Carolina; address 
“M., 3083,” care of JC-K. 





SALES REPRESENTATIVE, 34; am- 
bitious, capable, experienced, reliable; 
seeking a strong well known line; pres- 
ently employed; will relocate; now re- 
siding in Los Angeles; address “C., 
4952,” care of JC-K. 





TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS rep- 
resentation available; Write TOLA 
Tumbleweeds, Southwestern Gift and 
Jewelery Traveling Men’s Association, 
c/o David Shapiro, Executive Director, 
1710 Jackson St., Dallas 1, Texas. 





SEASONED AND WELL KNOWN 
SALESMAN, who has traveled the 
complete Southern territory for the 
past 20 years and who has a fol- 
lowing with the department stores, 
jewelry stores, mail order, discount 
houses and gift stores, is open for 
a companion line such as sterling 
hollowware, jewelry or watch and 
clock line; will consider reputable 
manufacturers only; address, “482,” 


eare of JC-K. 


lee remenetine ere eee 
Side Lines 





FLORIDA AND SOUTHERN STATES, 
to the wholesale trade; GEORGE Le- 
BOEUF, 510 Grand Canal Drive, Miami 
44, Florida. 





MANUFACTURERS of complete gold 
wedding rimg line; nation wide mail 
order following; commission basis; ad- 
dress “K., 4745,” care of JC-K. 





SALESMAN wanted for the Southwest 
and California; top lines in sterling 
silver and silver plated hollowware; 
address “H., 4914,” care of JC-K. 





SALESMAN; calling on gift shops and 
jewelry stores, to carry a leading line 
of cotton filled jewelry boxes and nested 
. th eae address “A., 4950," care of 





SALESMEN WANTED: to cover retail 
and dept. stores; pendants, charms, pins 
and earrings; choice territories open, 
excellent commission; replies confiden- 
tial; address “H., 4888,” care of JC-K. 





SALESMAN; excellent following seeks 
volume ring line for New York, New 
Jersey, Penna., Conn.; well established 
line — address “G., 4905,’ care 
of JC-K, 





SALESMAN to represent a jewelry manu- 
facturer as a side line of wedding rings, 
etc.; strictly commission basis; state 
territory and experience; address “S., 
4904,” care of JC-K. 





SIDE LIND, from Manufacturer to Re- 
tailer; very small, compact line of link 
type, tapered watch bands; better jew- 
elers only; JAN VOORT, INC., 3 
Sixth Ave., Brooklyn, N. Y. 


SALESMEN WANTED for fancy cut 
diamonds such as baguettes, tapers, 
marquises, etc.; please state terri- 
tory, experience and _ references; 
address, “S, 4955,” care of JC-K. 








SALESMAN covering middlewest retail 
and department stores to handle top 
line of small and large 14K charms, 
must handle another reputable line; 
give full particulars; address “M, 
4928,” care of JC-K. 





SALESMAN; Southeastern States; sell- 
ing retail jewelers; to represent manu- 
facturer of 14K guld filled and sterling 
silver ladies’ and men’s jewelry; com- 
mission; established accounts; address 
“S., 4964,” care of JC-K. 





SIDELINE salesmen wanted to carry 
fast selling ladies’ and gents’ rings: 
established territory with excellent op- 
portunity ; high commission; correspon- 
dence confidential; address “492,” care 
of JC- 





SALESMAN to represent Mfg. jeweler on 
commission basis, to carry line of 14K 
charms, earrings, etc.; very good prices ; 
good moving numbers; state experience 
and territory; address “B., 4887,” care 
of JC-K. 





REPRESENTATIVES WANTED for 
manufacturer prominent in his field 
changing distribution wholesale to di- 
rect: all territories are open; replies 
confidential: address “M., 4923,” care 
of JC-K 





SALESMAN: California or Pacific Coast 
selling retail jewelers to represent man- 
ufacturer of 14 K GF & S/S ladies and 
men’s jewelry ; commission : established 
accounts: address “S., 4883,” care of 





SALESMEN with established territory to 
carry a popular priced = — line ; 
commission; state experience, terr 
and references; SCHWARTZ JEW- 
ELRY CoO., Inc., 850 Elk St., Buffalo 


ae 














SALESMAN covering Chicago and any 
parts West; to carry fast moving 
$2.00, $3.00 and $5.00 retailers ; 
very compact line; good commis- 
sions; state exact territories first 
letter; address, “R, 4959,” care of 
JC-K. 





STRONG LADIES DIAMOND Watch 
and attachment side line; perfect 
for a high caliber go-getter who can 
command up to $10,000 yearly 
extra; please write full details; all 
replies strictly confidential; address, 


“W, 4946,” care of JC-K. 





SOUTHERN SALESMAN for quality 
watch line with retail jeweler fol- 
lowing; excellent draw; fine oppor- 
tunity with reputable importer; full 
particulars first letter; replies con- 
fidential; address, “F., 4778,” care 
of JC-K. 





NEW ENGLAND SALESMAN for high- 
grade watch line with retail jeweler 
following; guaranteed liberal draw; 
unusual opportunity to join a top- 
line company; full particulars first 
letter; replies confidential; address, 
“F, 4777,” care of JC-K. 





MANUFACTURER’S Representatives now 
calling on trade wanted to sell our im- 
ported Grandfather Chime Clock move- 
ments, 8 day Westminster and half- 
hour strike movements, Barometer fit- 
ups; MASON-SULLIVAN, Box 145, 

oroton, Conn. 
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SEVERAL TERRITORIES open to sell 
“Montrose” Electronic Clocks, leather 
goods, cutlery, giftware, etc.; no house 
accounts; many accounts established in 
all territories open; commission; P. R. 
MYERS & CO., Myers Bidg., Mamaro- 
neck, N. Y. 





LEADING MANUFACTURER of dia- 
mond ring promotions to the retail 
jeweler has revolutionary opportun- 
ity for aggressive salesmen who 
desire to earn more than usual com- 
missions; territories open in South- 
east, Midwest and West Coast; ad- 
dress, “P, 4910,” care of JC-K. 





SALESMEN (2) Blanket coverage (1) 
California; (2) Washington, D. 3 
Maryland, Virginia, West Virginia; a 
complete line of watchbands directly to 
retail outlets for the man seeking to 
equal present main line earnings and/or 
+. “ana it; address “B., 4908," care of 





a 


SALESMAN wanted for Middlewest ter- 
ritory; line consists of popular priced 
delivery and sample diamond rings: 
must be resident of the area and willing 
to travel by car; following important; 
draw against commission; non-conflict- 
ing line acceptable; address ‘“‘K., 4803,” 
care of JC-K. 





SALESMAN wanted for Southwest terri- 
tory; line consists of popular priced de- 
livery and sample diamond rings; must 
be resident of the area and willing to 
travel by car; following important: 
draw against commission; non-conflict- 
ing line acceptable; address “K., 4804,” 
care of JC-K. 





ee ee 


SALESMEN if you are calling on credit 
jewelers and carry no more than 
lines we offer a line of imported port- 
able tube and transistor radios of ex- 
ceptional quality; this line merits at- 
tention of well known salesmen of good 
references who have entry to best rated 
stores; state territory and references; 
address “S., 4913,” care of JC-K. 





WHOLESALE dealer of rock crystal, cul- 
tured pearls, hematite and stone set 
rings desires representation in the 
Rocky Mountain State especially Mon- 
tana, Utah, Wyoming, Colorado and if 
convenient North and South Dakota; 
please address DELL W. THOMAS, 
1417 Fourth Ave. Bldg., Seattle 1, 
Washington. 





SALES REPRESENTATIVE calling on 
wholesalers and chains; STRATO- 
LITER cigarette lighter retails $1.95, 
visual fuel tank; American made and 
patented; weighs 1 ounce; uncondi- 
tionally guaranteed; smartly packaged 
and displayed; no competition, pro- 
tected territory, commission basis; tell 
us about your present operation and 
territory ;: STRATOLITER, G & S MFG. 
CO., Nashville 3, Tenn. 





SALES TO JEWELERS, CHAINS & 
DEPT. STORES NATIONALLY; Do 
you have difficulties in keeping 
your salesmen contented because of 
present reduced earnings? we have 
a strong watch line that jewelers, 
chains and department stores could 
use; instead of engaging our own 
men we would like to collaborate 
with a reputable firm that is already 
selling to the above mentioned out- 
lets; address, “L, 4922,” care of 
JC-K, 
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Help Wanted 





COMBINATION’ engraver-jeweler for 
Arizona retail jewelry 


EWALD & ADAMS, Box 
270, Tucson, Arizona. 





WANTED; salesman for aggressive credit 
store; opportunity for advancement; 
must be able to sell; write experience; 
GAY JEWELERS, CARLISLE, PA. 





SALESMAN; Young man interested in 
selling silverware; prefer man from 
small city; permanent, confidential; 
retail store, Denver, Colorado; ad- 


dress, “C, 4889,” care of JC-K. 





WANTED: | skilled watchmaker’ with 
years of bench experience ; excellent po- 
sition, favorable conditions: location 
Norfolk; write with details; address 
“P., 4948,” care of JC-K. 








WATCHMAKER; experienced and reli- 
able, for store in New Mexico; reply in 
own handwriting giving experience, ref- 
erences and salary expected: address 
“D., 4886,” care of JC-K. 





DIAMOND ASSORTER, Male or Female; 
experienced diamond assorting for New 
York manufacturing jeweler; give full 
particulars; confidential; address “‘S., 
4915,” care of JC-K. 





MALE Diamond buyer and assorter; also 
experienced in mounting diamond rings; 
excellent opportunity right man; give 
references, qualifications and salary; 
address “P., 4934,” care of JC-K. 





ENGRAVER; permanent position for first 
class craftsman; large retail and mfg. 
concern, North Central Texas; inquiries 
confidential; address “H., 4781,” care 
of JC-K. 





SALESLADY; with some silverware ex- 
perience; prefer someone from 
small city; for permanent position; 
confidential; retail jewelry, Denver, 
Colorado; address, “W, 4890,” care 
of JC-K. 





SALESMEN WANTED; exclusive by long 
established manufacturer in watch ma- 
terial and allied fields to cover Illinois 
& Indiana; must reside in Chicago; 
when writing, give experience; HAR- 
VEY MFG. CO., 45-34 Court Square, 
Long Island City 1, N. Y. 





SALESMEN ; for world-wide Belgian dia- 
mond exporters; following retail jewel- 
ers essential; franchised district man- 
agers now being appointed; give full 
details, references; apply airmail; P.O. 
BOX 139, Antwerp, Belgium. 





MANUFACTURING JEWELER for high 
quality Arizona retail jewelry store; 
experienced in gold, platinum and set- 
ting diamonds and colored stones; 
GRUNEWALD & ADAMS, Box 270, 
Tucson, Arizona. 





JEWELER with knowledge of manufac- 
turing on platinum and gold and capa- 
ble of taking charge of shop; wonderful 


| address “H., 
care of JC-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected 
~ pie letter; address “R., 2165,” care 
oO - 





DIAMOND SALESMEN; must have 
following among jewelry & ring 
manufacturers; resident in _ his 
working territory; no traveling re- 
quested; drawing against commis- 
sion; excellent references; address, 


“K, 4925,” care of JC-K. 





SALESMEN:; well known diamond ring 
house wishes to add to sales force for 
the South and Middle West; liberal 
commission, liberal drawing account; 
one with following: write giving full 
details in first letter; address “R., 
4895,” care of JC-K. 





WANTED ; Manager & Assistant Manager 
for Middlewest; must have experience 
in all phases of credit & cash jewelry 
store; permanent position for the right 
man; give full particulars in first letter 
as to age, references, etc.; address “W., 
4930,” care of JC-K. 





EXCITING OPPT’Y; for 2 managers and 
3 ass’t managers; must have top ref- 
erences and anxious to grow with our 
expanding organization of three stores; 
we are 250 miles from N. Y. C., write 
fully in confidence, stating salary and 
employment record, family status, etc., 
to Wm. Haflett, Alpert’s, Elmira, N. Y. 





WANTED: good & capable man as man- 
ager and e abgge’ in a good reliable 
money making store; must be good 
worker; have good references; must 
know all phases in managing jewelry 
store for one of the largest stores in 
the middlewest; must have capital; ad- 
dress “B., 4931,” care of JC-K. 





SALESWOMAN — Experienced for fine 
old established Manhattan jewelry con- 
cern; (in business since 1906) _ thor- 
ough knowledge of diamonds and gold 
jewelry; $10,000 a year salary plus 
bonus for qualified woman; must have 
a large personal following; Write “P., 
4538,” care of JC-K 





HERE IS YOUR OPPORTUNITY to join 
an expanding chain as an assistant 
manager and earn 6000 dollars and 
more with opportunity to take over full 
management at a higher remuneration ; 
2 positions are available; forward re- 
sume with picture to “M., 4872,” care 
of JC-K. 





WEST COAST SALESMAN for fine 
exclusive watch line with retail 
jeweler following; liberal living and 
travel draw; opportunity for per- 
manent position with reputable 
company; full particulars first let- 
ter; send photograph; replies con- 
fidential; address “F, 4776,” care 
of JC-K. 


—_—— -- 





ASSISTANT MANAGER; aggressive, 
creative salesman with ambition, 
who desires to work in a progressive 
credit jewelry store chain in Minne- 
sota; top salary, plus commission, 
bonus and fringe benefits; immedi- 
ate opening for 3 men expansion 
program; replies confidential; ad- 
dress, “G, 4932,” care of JC-K. 





WANTED; Manager for first class credit 
jewelry store; must be experienced in 
all phases of retailing operation; give 
particulars in first letter stating experi- 
ence, references, salary, family status, 
etc.; enclose a recent snapshot; write: 
ERNEST RATHBONE, c/o ROGERS 
JEWELRY CO., 352 W. Main St., 
Clarksburg, W. Va. 
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OPENING IN NORTH CAROLINA for 
experienced man who understands 
credit jewelry business from A to Z: 
none other need apply ; married man 
preferred and must be capable of pro- 
moting, window dressing, credit and 
advertising ; ive full particulars in 
first letter; address “S., 4825,” care of 


we . 





AN EXPERIENCED STORE manager 
that has proven himself capable of 
managing a store — at least $250,- 
000 pro ween expanding chain will 
make it worthwhile for you to consider 
change; send photo with resume; all 
correspondence with principal only and 
ee ek address “E., 4873,” care 
0 ,~ 2 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
Spparcueane stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions: igh pay 
state age, experience. People's atch 
a air Company, 245 23rd St., Teledo, 
Jnio. 





SALESMAN, EXPERIENCED: opportu- 
nity of a lifetime: must be resident 
general area Baltimore, Washington, 
D. C.; represent Swartchild & Co. 
World’s largest suppliers to jewelers, 
watchmakers; top lines, high commis- 
sion ; non-conflicting side line permitted ;: 
territory Delaware, Maryland, Washing- 
ton, D. C., Virginia, and West Virginia ; 
oy in confidence to SWARTCHILD & 
CO., 15 W. 47th St., New York 36, N. Y. 





DIAMOND SETTER; some minor 
jewelry repair; exceptional oppor- 
tunity for high class workman; 
forty-hour week; full time; no lay- 
offs; paid vacation and hospitaliza- 
tion; finest working conditions; 
clean, air-conditioned shop; HELZ- 
BERG’S, Middle West's largest jew- 
elers; contact B. C. HELZBERG, 
JR., 1013A McGee, Kansas City 6, 
Missouri; Telephone Victor 2-7780. 


fe semana 1 eee 
For Sale 


Stores, Stocks and Businesses 








BEAUMONT, TEXAS: large volume 
credit jewelry store: top location; ad- 
dress “B., 4938,” care of JC-K. 





JEWELRY & WATCH REPAIR shop at 
Boro Hall: good location, near all sub- 
ways: with stock $2500; without $800; 
rent $100; Brooklyn, N. Y. TR 5-2242. 





DIAMOND setter: establishment for sale; 
watch and jewelry repairing: Maiden 
Lane, New York, N. Y.: address “T., 
4657,” care of JC-K. 





ESTABLISHED JEWELRY STORE on 
Northern California Coast: wish to re- 
tire: modern building and long term 
lease; address “H., 4806,” care of JC-K. 





MODERN AIR-CONDITIONED jew- 
elry store in progressive East Texas; 
lease, fixtures, merchandise and ac- 
counts receivable $40,000; address, 
“P, 4942.” care of JC-K. 





JEWELRY STORE, Mid Missouri; estab- 
lished 50 years, retiring ; inventory plus 
fixtures; air conditioned; railroad town 
14,000: details on request; address “P., 
4898," care of JC-K. 
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JEWELRY-Gift shop combination; Hall- 
mark cards; Falls Church, Va.: good 
lease ; set up for jewelry and watch re- 
pairing; other interests; address ‘“‘S., 
4954,” care of JC-K 





MODERN, established high-grade jewelry 
store; all franchised lines; Western 
New York; can reduce inventory to 
meet purchase price; address “J., 4882,” 
care of JC-K. 





JERSEY CITY, NEW JERSEY: long es- 
tablished jewel store; ideal for good 
watchmaker; will sell with or without 
stock; immediate possession: address 
“T., 4958," care of JC-K. 





FLORIDA jewelry store, with or without 
stock, or will reduce inventory: good 
location near West Coast; watchmak- 
er’s opportunity; address “C., 4773,” 
care of JC-K. 





IT’S EASIER to start from a going busi- 
ness; credit store in booming Midwest- 
ern City; 10,000 established accounts; 
will yield big returns for promoter; ad- 
dress “M., 4893,” care of JC-K. 





ESTABLISHED jewelry store, Los An- 
geles suburb; industrial area; watch- 
maker-wife operation; near J. C. 
Pennys: reasonable rent; owner retir- 
ing; address “G., 4907,” care of JC-K. 





PAWN & JEWELRY store; modern, 
clean, established 50 years: no pawn 
competition ; active list of 9000 paid-up 
accounts: Midwest; address “L., 4894,” 
eare of JC-K. 





SMALL JEWELRY STORE; downtown 
location in Tucson, Arizona; will sell all 
or part of our inventory; reasonable 
lease; $10,000 will handle; address “T., 
4927.”" care of JC-K. 





LONG ISLAND, N. Y.; long established 
cash-credit jewelry store for sale; ex- 
cellent location; modern front; best 
reputation; good repairs; address ‘“M., 
4897,” care of JC-K. 





MODERN up to date jewelry store on the 
West Coast of Florida; new front, new 
furniture and fixtures; top lines in 
watches, diamonds and jewelry; ad- 
dress “J., 4926,” care of JC-K. 





CREDIT JEWELRY STORE: Southwest, 
250,000 population; strong, economic 
area: 100% location, good lease; $100,- 
000 to handle; address “G., 4885,” care 
of JC-K 





LONG ISLAND jewelry-clock store; 
fine reputation; watchmaker’s op- 
portunity; price under $10,000; 
eash only; sacrifice due to owner’s 
death; MRS. F. KAUFFMANN, 202 
Main St., Port Jefferson, N. Y. 





REAL OPPORTUNITY: large, modern, 
established jewelry store in key loca- 
tion of San Diego County Town; $7000 
plus approx. $37,000 of fine inventory ; 
owner retiring; address “G., 4943,”’ care 
of JC-K. 





WESTCHESTER, established 60 years; 
brand new store front, interior & fix- 
tures; fully air-conditioned; cash and 
credit, 100% location; ideal for expand- 
ing chain or large independent opera- 
tor; address “K., 4949,” care of JC-K. 





JEWELRY STORE; small town, 40 miles 
from Detroit; excellent opportunity 
watchmaker and wife; very low rent, 
gas heat, air conditioner ; $2000 without 
stock, plus inventory desired; address 
“G., 4911,” care of JC-K. 





CALIFORNIA jewelry store; modern, 


only store in town 10,000; lease $100 
month: 34 miles Los Angeles; sales 
$35,000: more repairs than can handle; 
$5,000 plus inventory; ALAMO JEW- 
ELERS, 12920 Central, Chino, Calif. 





FLORIDA JEWELRY STORE; good lo- 
cation near central West Coast; watch- 
maker’s opportunity; established cash 
store; more repairs than can handle; 
complete materials and stock; address 
“R., 4899,” care of JC- 





CASH JEWELRY STORE; 36 years in 
Rutherford, N. J.; franchised sterling 
and jewelry lines; well balanced in- 
ventory ; plenty of special order and re- 
pair work; retiring; address ELY, 10 
Ames Ave., Rutherford, N. J. 





NORTHERN MICHIGAN credit jewelry 
store, 20 years same location ; has lease, 
wish to retire; $12,000 to $15,000 full 
amount must be cash including stock, 
accounts and new modern fixtures: real} 
opportunity for watchmaker or chain; 
address “J., 4916,” care of JC-K. 





SUCCESSFUL jewelry store with watch 
repair dept.; established in 1682; 
same location about 50 years; owner 
retiring because of ill health; excel- 
lent opportunity; contact VICTOR 
GRAN, 204 Lyceum Bldg., Duluth 
2, Minn. 





CREDIT JEWELRY STORE in East 
Central Wisconsin; established for 
over 20 years; clean inventory; will 
sacrifice; ideal downtown location; 
some terms available to reliable 
party’ address, “S, 4896,” care of 





GOING BUSINESS; Western North Car- 
olina, jewelry store for sale; 100% lo- 
cation; in same location for 22 years; 
reasonable rent with good lease; com- 
plete stock, repair department, furni- 
ture and fixtures and accounts receiv- 
able; excellent repair business; repairs 
alone will pay for store within one 
year; ideal for man and wife team; 
$12,000 gets the key, good will, etc.; 
address “B., 4953,” care of JC-K. 


CRE an mmm ee 
For Sale 


Tools, Equipment 





FOR SALE—COLLECTION of 500 pre- 
cious and semi-precious gems suitable 
for museums; all gem families repre- 
sented ; $6,000; address 300 Washington 
St., New Bethlehem, Pa. 





IATIONAL INSTALLMENT window 
Posting machine for posting, bass book 
& ledger cards, etc.; Model A 2137 (63 
V P.) 2C; 2 cash drawers; used very 
little: must sell—sacrifice ; have closed 
store: IRVING RING JEWELERS, 306 
E. Main St., Rochester, N. Y 





OPERATING AND FINANCIALLY 
successful watch material tool and 
equipment wholesale house; have 
all major franchised lines; in 
operation 8 years; wholesale jewelry 
and material house just too much 
for us to handle; finances can be 
arranged for qualified buyer; RIO 
GRANDE WHSLE, JEWELERS, 211 
Third St., N.W. Albuquerque, New 


Mexico. 
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so nmamenaemNNRERD ERR Te 
Business Opportunities 





—_—-- 


SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . . . of maximum price, 
speed, reliability, facilities to meet 
individual needs, Oldest and largest 
cash buyer in the country. See ad 
below. 





LIQUIDATE? GORDON BROTHERS! 
t sale or auction, prestige or 
volume operation ... give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ads 
below. 





CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Hancock 6-3233. 





ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, III. 





CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 





BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successfui 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 3. 





SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references. Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 


6565. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., 
York; telephone Canal 6-5233. 





WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash; 
a wire or telephone Longacre 5- 
7388. 





JEWELERS SALES SERVICE; a pro- 
fessional sales organization to serve 
you; AUCTION—ACTION; retail 
or liquidation; 25 years sales ex- 
perience; your reputation protected ; 
immediate cash for store, stocks, 
fixtures; PHONE, WIRE, WRITE: 
512% S. Main St., Los Angeles, 
Calif.; Phone—MAdison 6-0828. 
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DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of entire 
inventories and estates; for in- 
formation at absolutely no obliga- 
tion PHONE—WIRE—WRITE to 
DEALERS LIQUIDATION  SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 





AMERICA’S BEST KNOWN Jewelry 
Auctioneer; over 40 years in this 
Publication as an advertiser ; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan; now 
closing out with J. L. Dickinson, 
one of West’s fine stores; write if 
interested in fixtures virtually new 
costing $16,000 originally and date 
of sale of same. 





DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100¢ on the dollar for 
your inventory, accounts, or fix- 
tres; WRITE... WIRE... CALL 
COLLECT . . . We will come to see 
you in your store at our expense, 
you are under no _ obligation; 
SILVERMAN SALES ENTER- 
PRISES, 560 Fifth Ave., N. Y. 26, 
N. Y. Tel. PLaza 7-4693. 





IDEAS UNLIMITED sale guarantees 
quick action-cash profits; our ser- 
vice costs you nothing; testimonial 
letters from hundreds of jewelers 
prove the cost of each sale is turned 
into a profit by terrific extra vol- 
ume of sales profit-wise our efforts 
produce for you; every sale is care- 
fully analyzed, planned in advance 
and is under constant supervision 
of our executive staff; you can af- 
ford the best; write, wire, phone 
IDEAS “UNLIMITED,” 842 West 
Flagler St., Miami, Fla., PLaza 
7-2973; FRanklin 4-3030, 


coro NR mee Rs 
Wanted to Purchase 





SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 33 Broomfield St., Boston, 
Hancock 6-3233. 





WILL PURCHASE jewelry store—Ohio, 
Indiana, Michigan; population 30,000 
or more; top executive ability; address 
“L., 4919,” care of JC-K. 





WATCH REPAIR and jewelry’ store 
wanted in active section of New York 
City or suburbs; address “L., 4937,” 
care of JC-K. 





RETAIL LONG ISLAND STORE with 
good clientele; cash jewelry business or 
better gifts; will buy lease and pay 
cash for inventory; will deal with prin- 
cipal only; confidential; address “W., 
4963,” care of JC-K. 





WANT TO BUY retail cash or credit 
store in Eastern States now doing a 
substantial volume; nothing less an 
$100,000 yearly will be considered; deal 
with principals only: er age 4 confi- 
ce dress “M., 4874,” care of 





CASH FOR trade-in watches, move- 
ments, cases, pocket & wrist, any 
condition; surplus stock, scrap gold, 
silver, diamonds; shipment held in- 
tact pending check approval; bank 
references; N. GORDON, 769 Lind- 
ley St., Bridgeport 6, Conn.; Estab- 
lished 1933. 





YOUNG MAN with 10 years experience 
in all phases of the jewelry trade, pres- 
ently employed as manager of a large 
department store jewelry concession, 
desires to buy business of like nature; 
will consider managership with option 
to buy, or partnership; address “T., 
4939,” care of JC-K. 





SELL ’EM to CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee. 





SPOT cash for diamonds, any size, 
any cut; loose or mounted ; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s, or ladies’ 
set rings; anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet; S. W. 
Hora, 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 





SPOT cash for diamonds, watches, 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your aceeptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 
Randolph 6-7390. 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 
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(eae eae sem neon: memo 
Watch Work, etc., for 
the Trade 





FINE watch repairing for the trade; all 
work guaranteed for one year; 3 to 5 
days service; Watchmaker tested; rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Il. 





CHRONOGRAPH, WATCH, CLOCK, Vi- 
brograf timed: serving the trade sinée 
1930: “Quality is our WATCHword 
KENNETH HH. BOGERT, Certified 
Watchmaker, Titusville, New Jersey. 





BOSTON, MASS.; expert and guaranteed 
watch repairing; atchmaster tested ; 
prompt service, prices on request ; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





WE HAVE AN OPENING for one more 
“narticular’ jeweler who really appre- 
clates fine quality watch repairs; HOR- 
OLOGICAL SHOP, P. O. Box 26, East 
Brookfield, Mass. 





DEPENDABLE — fast — economical; 
watches safe guarded in Holmes 
vaults; all work watch-master test- 
ed; ask for price list or send trial 
order; Ticke Watch Repair, 962 
Flatbush Ave., Brooklyn 26, N. Y. 


—— 


‘LOCKS, WATCHES, INSTRUMENTS ; 
small mech. complete repair service to 
the trade; ultrasonic cleaning and 
watchmaster timed: 5 men to serve 
you: HOUSE OF CLOCKS, C.M.B.H.L., 
411 W. 7th, Los Angeles 14, Calif. 








‘OMPLICATED watch specialists; fine 
watch repairing to the trade; five days 
service; all watches timed, tested and 
guaranteed; 25 years’ experience. Stu- 
dio Watch Service, 1510-20 E. Dela- 
ware Place, Chicago 11, IIL 





RELIABLE TRADE watch repairing; ex- 
cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable ary all watches insured; J. 
a , 16 B. Wood St., Norristown, 

a. 





EXPERT WATCH REPAIRING: one 
year guarantee: wee service ; 
cleaning and overhauling $1.75: clean- 
ing and main spring $2.50; cleaning 
balance staff $2.75: Precision Watch 
el Co., 817 6th Ave., New York 1, 


smectic ae 
Special Order Work and 
Repairs for the Trade 





JEWELRY repairing ; new mountings fur- 
nished; diamond setting. Harold Jacob- 
son, 29 BE. Madison St., Chicago 2, Il. 





WHEELS and pinions cut; prompt and 
guaranteed service ; estimates and price 
list on request. The Clock Shop, 108 
2nd St. S.W., Charlottesville, Va. 





REPAIRERS OF THE IRREPARABLE: 
restoring china, glass, silver, ivory, 
tortoise shell, miniatures, fans, dresser 
sets; jewelry; HESS REPAIRS 168 E. 
33rd St., New York, N. Y. 


a 
Watch Case Repairs 





RELIABLE WATCH CASE JEWELER; 
learned his trade in Europe; watch 
case Bezels & Backs turned to order; 
no job too difficult; try me, fair prices; 
Albert Glesener, 588 West End Ave., 
New York 24, N. Y¥. 
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FACTS ABOUT OURSELVES 


The lead story in the news section of this issue 
(page 161) is well worth your careful study. For 
the first time, the Retail Jewelers of America, 
Inc., and JEWELERS’ CIRCULAR-KEYSTONE will co- 
operate this spring in a study of retail jewelry 
store expenses, income and profits. 

Every owner or manager of a jewelry store 
needs such facts about the industry. He wants 
them so he can see how his own business is do- 
ing, in comparison with other stores of about the 
same size and type of operation. He can use 
these facts as a practical guide for planning the 
future operations of his own store. 

We’re talking about facts—reliable, trust- 
worthy, dependable facts that truly reflect pres- 
ent-day conditions in the retail jewelry industry. 
How can such facts be obtained? This is where 
the “sample” comes in, together with the indi- 
vidual responsibility of every retail jewelry store 
executive who happens to be part of that sample. 

Within the next several weeks, questionnaires 
will be mailed to several thousand jewelry stores 
—every tenth name in the Jewelers’ Board of 
Trade list. Some will be RJA members; some 
will not. Some will be JC-K subscribers; some 
will not. All told, these stores will represent a 
scientific cross-section of the whole retail jewelry 
industry, ranging from one-man enterprises to 
the largest establishments with a hundred or 
more employees, and from the Main Streets of 
America to Fifth Avenue. 

Every jeweler who receives a questionnaire 
should answer the questions as completely and 
accurately as possible. Statistically, he is report- 
ing for ten stores. By the law of averages, the 
facts about his store will tend to hold true for 
nine other stores besides his own, none of which 
received questionnaires. So to bring out the 
facts for the whole industry, information is 
needed from every store which gets a question- 
naire. 

The questionnaire may be completed without 
the slightest fear of disclosing confidential in- 
formation. No names need be signed. And no 
individual replies will be seen by either RJA or 
J C-K. 

We shall be talking more about this survey 


208 


next month. Let’s hope for the fullest coopera- 
tion, so that our industry can have a clear picture 
of itself. 


$3 BILLION JEWELRY TAX 


Here’s a frightening statistic to add to your 
subconscious: 

The Internal Revenue Service has collected 
more than THREE BILLION DOLLARS through the 
retail jewelry excise tax! This tax was imposed 
on October 1, 1941, at 10 per cent as an emer- 
gency wartime revenue measure. It was doubled 
on April 1, 1944, and remained at 20 per cent 
until March 31, 1954, when it was reduced to 10 
per cent. 

This is the record for fiscal years (July 1-June 
30): 1942, $41,501,000; 1948, $88,366,000; 1944, 
$113,373,000; 1945, $184,220,000; 1946, $223,- 
342,000; 1947, $236,615,000; 1948, $217,899,000; 
1949, $210,688,000; 1950, $190,820,000; 1951, 
$210,239;000; 1952, $220,339,000; 1953, $234,- 
659,000; 1954, $209,256,000; 1955, $142,366,000 ; 
1956, $152,340,000; 1957, $156,604,000; 1958, 
$156,134,000. 

Now, nearly 18 years after its introduction, 
the emergency aspect of the tax is ancient his- 
tory—except for the sellers of jewelry who are 
afflicted by it. 

Of course, the Government would lose $150 mil- 
lion a year if the tax were repealed. But, sure as 
rain, repeal would spur demand for jewelry prod- 
ucts, create more jobs in the factories that make 
jewelry and the stores that sell jewelry, and 
boost profits all along the line. As a result, the 
Government would stand to gain more than $150 
million through the larger yield of personal and 
corporate income taxes from every branch of the 
trade. 

By removing this discriminatory excise tax 
burden, Uncle Sam would benefit himself as well 
as the jewelry trade. In exchange for the unfair 
tax, he would get a larger amount of money, in 
fair taxes, from a more prosperous jewelry in- 
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RECHARGEABLE New compact design fits easily into purse or glove — 
compartment — never leaks or corrodes— easily 


recharged in a 110 AC electrical outlet. Life Lite 
lahlight _ rechargeable flashlight is a thoughtful, practical 
gift for mother. 
> pad zs 


S95 ‘A Jewel Among Flashlights” 


oo \ Follow up with a Father’s Day 
promotion for added profits. 
Feature the handsome two tone 
gray and gold Life Lite re- 
chargeable flashlight. 5.95 


RECHARGEA DEALER AIDS AVAILABLE 


ae 
- ofall " Gulton industries, inc. 


Metuchen, New Jersey 
* Trade Mark 





THESE SUGGESTED ASSORTMENTS 
MAKE IT EASY TO ORDER 


SPECIAL ASSORTMENT 9101 
97 Pieces, One Pattern Only 
All pieces packaged individually in transparent envelopes 


TOTAL 
SALE 
1TEM PRICE 


Teaspoons 
Place Spoons 


Place Forks 

Place Knives 

iced Drink Spoons 
Individual Butter Spreaders 
Table Spoons, Regular 
Cold Meat Forks 

Gravy Ladies 


rig 4 4 Total price of 97 pieces is 


ee 
SPECIAL ASSORTMENT 9102 


» PE Pa -STOCK 224 Pieces in Four Patterns 


mp ZY \ ) A =D pieces packaged individually in transparent envelopes 


— Oa | A Fhe Simca 
May 25 to June 20 - All 4 active patterns 


COMMUNITY 


THE FINEST SILVERPLATE 


SILVER 
FLOWER 
BALLAD 
ORCHID 


WHITE 


ITEM 
Teaspoons 
Place Spoons 
Salad Forks 
Place Forks 
Place Knives 
iced Drink Spoons ... 
Indiv. Butter Spreaders 4 
Table Spoons, Regular. 2 
Cold Meat Forks 
Gravy Ladies 


Total price of 224 pieces is 
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This Saie Means Increased Profits for You... Sale prices subject to your regular trade discount. 
Here's Why: 


Now is the time to encourage customers to bring their sets up to date. Use these merchandising aids 
They'll save money, and you'll get your regular trade discount. 

This is your customers’ opportunity to fill all their family to help you sell: 
and entertaining needs...replace lost pieces...make small services 
adequate... build 8’s to 12’s. They’ll see this great sale advertised 

in June Redbook and in June Good Housekeeping. Be sure you tie in. e Free window card 

Build compelling displays. Send notices to old customers. e Free consumer circulars 
Advertise. Use the merchandising aids listed at right 
to help you increase your business. 


e Free newspaper mats 


e Free window banner 


Cail your wholesaler or representative or write 
Crafted by Oneida for complete details. 


ONEIDA SILVERSMITHS 


makers of distinctive tableware 


HEIRLOOM*® STERLING 
COMMUNITY® SILVERPLATE 
ONEIDACRAFT*® STAINLESS *7RADEMARKS OF ONEIDA LTD. 
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